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You wouldn't harness an elephant 
to a lawnmower, would you? 



You don't need 50,000 watts— or 10,000 or 
even 5000- to cover the compact Baltimore 
market! 

W-I-T-H will do the job for you — without 
waste! Network stations overlap areas covered 
by their own affiliates . . . their effective coverage 
is limited to just about the area W-I-T-H itself 
covers. 



NIELSEN SHOWS W-I-T-H IN LEAD! 

In Baltimore City and Baltimore County 
W-I-T-H leads every other radio and television 
station — network or independent — in weekly 
daytime circulation. 

Let your For joe man give you all the facts in 
this amazing Nielsen Coverage Service Survey. 



IN BALTIMORE 




TOM TINSLEY; PRESIDENT 



REPRESENTED BY FORJOE & CO: 
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Air media should 
assess agencies 



Non-air clients 
list reasons 



Most firms step 
up 1954 budgets 



Starch TV 
system analyzed 
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Some advertisers regretting Ken Baker's decision not to go ahead with 
new radio-TV station circulation study next spring by Standard Audit & 
Measurement Services. Their reasoning: "Each medium owes its adver- 
tisers three things: (1) dependable circulation figures; (2) who's 
buying medium; (3) how much. Air media have no regular figures 
comparable with ANPA's for newspapers or MAB ' s for magazines on any of 
these. Witn Nielsen also uncertain about repeating 1952 coverage 
study next year air will have no up-to-date circulation data. Other 
hand print media give you three circulation statements yearly." 

-SR- 

Executives polled by SPONSOR as to should air media recommend agencies 
for recognition by local stations voted overwhelmingly in favor. 
Every other medium except radio, TV has machinery for such action. 
For pros and cons of matter, see article starting page 29. 

-SR- 

A quarter-million advertiser tested radio 15-20 years ago, found it 
"unproductive," hasn't used it since. Another is waiting for air 
media to "show" them it can sell better than print. A third wants to 
get into air media but doesn't know how. For other reasons why 
national advertisers don't use air media, see SPONSOR survey page 34. 

-SR- 

ANA's tabulation of 1954 ad budget trends from 170 companies shows 80% 
of those using TV plan to increase video usage, 15% will hold tight, 
5% will cut. Of 84 radio sponsors, 34% plan to increase budgets, 39% 
plan to keep current schedules, 27% will cut. Over-all, 125 firms 
plan advertising increases, only 7 plan decreases. 

-SR- 

That explosion you heard on Madison Avenue, New York, recently came 
from inner office of advertiser who got his first look at Starch 
report on how many people saw his TV commercials, how many remembered 
some sales points. Starcn's TV Director Jack Boyle, who thought up 
new "Immediate Recall Survey", hastens to point out: Study is not 
media yardstick in buying, is not rating service, is not basis for new 
concept in cost-per-M buying. For what it is , see page 40. 



SI*0\SOIl opens offices in Dallas aiul Atlanta 

For the first time in radio-TV tradepaper history SPONSOR is opening regional 
sales offices in the Southwest and Southeast. Homer Griffith is appointed 
Southwest Regional Manager, with headquarters in Dallas, Interurban Building, 
1500 Jackson St. Charles C. Farrar is named Southeast Regional Manager, with 
headquarters in Atlanta, address to be announced. Griffith is a veteran broad- 
caster and station representative; Farrar is former general manager of KSTL, St 
Louis* Edwin Cooper will continue as Western Manager, Wallace Engelhardt as 
Midwest Manager. Other appointments will be announced shortly. 
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Too many new 
TV stations? 



AT&T execs worried about extending more credit to new TV stations 
mushrooming in extra small markets. To run network cable in costs 
small fortune. If station is too near major metropolitan area or is 
UHF in VHF market audiences are hard to build. Long-lines division 
people feel too many stations spring up without much thought as to 
economics. The y cited one station b y name as now on skids. 



Cars take to air 
as never before 



Night radio ahead 
of daytime: Pulse 



Timebuyers are 
also human 



-SR- 

Car companies are taking to air as never before, new SPONSOR survey 
shows (see "Cars on the air," page 43). SPONSOR figures TV network 
gross time billings for 1953 should hit $22 million, radio network 
at least $6 million, spot radio-TV additional millions. 

-SR- 

20.8% of all homes had radio sets in use during average quarter-hour 
8:00-10:00 p.m. period Monday through Friday in 12 major TV markets 
last January-February, according to Pulse study made for Katz Agency 
(station reps). In numbers there were more radio listeners at night 
(380 per 1,000 homes) than in 7:00-8:00 a.m. "non-TV" hour (368 per 
1,000). You get more men at night too, Pulse found. 

-SR- 

Timebuyer 1 s lot is hard one. He (or she) makes from less than $3,000 
to (unfortunately, it's not very often) $14,000. He's usually last to 
know about new account. And it's easier for ad manager to attend 
budget meeting of his competitor than for timebuyer to get into stra- 
tegy conference for his own client. For other fascinating timebuyer 
lore based on 85 respondents to SPONSOR survey, see article page 38. 



Net TV billings 
up, radio even 



-SR- 

TV network gross time billings are up 21.6% but radio only 0.2% first 
9 months 1953, compared with same period last year. PIB figures: 

NETWORK GROSS TIME SALES 



Net 9 mos.1953 
ABC $21.5 mil. 
CBS 45.9 mil. 
MBS 16.7 mil. 
NBC 34.7 mil. 
Total $118.9 mil. 



Network Radio 

9 mos , 



1952 



$26.6 mil. 

42.4 mil. 

14.5 mil. 
35.0 mil, 

$118.6 mil. 



Network Television 



Net 9 mos. 1955 
ABC $13.8 mil. 
CBS 67.9 mil. 
DTN 7.2 mil. 
NBC 66.6_mil. 
$155.5 mil. 



9 mos. 1952 1 

$14.2 mil. j 
48.4 mil. 

6.9 mil. I 

59.3 mil. j 

$128.8 mil. , 



SPONSOR 



Esso Standard Oil Co, 
NJ 

Esso Standard Oil Co, 
N| 

Joseph Martinson & 

Son, NY 
Nash-Kclvinator Corp, 

Detroit 
Nash-Kclvinator Corp, 

Detroit 
Standard Brands. NY 

Wcldon Farm Prods, 
NY 



Xetc national spot radio and TV business 



PRODUCT 



Total Power Esso Extra 
gasoline 

Total Power Esso Extra 

gasoline 
Jomar Instant Coffee 

Nash motor cars 

Nash motor cars 

Tcndcrlcaf Tea prods 

"Alba" Non-Fat Dry 
Milk Solids 



AGENCY 



STATIONS-MARKET 



CAMPAIGN, start, duration 



Marschalk and Pratt, 55 radio stns from Me to La 
NY 

Marschalk and Pratt, 13 TV stns, from Me to La 
NY 

Anderson & Cairns, NY NY, Syracuse, Wash 



Ceyer, NY 
Ccycr, NY 
Compton, NY 



366 radio mkts 
165 TV mkts 



20 radio, 20 TV mkts through- 
out country 

Doyle, Dane & Bern- NY WOR, WABC, WMCM, 
bach. NY WABD 



Radio: 1,500 60-sec anncts, chnbrks 
besides "Your Esso Reporter"; 9 Nov; 
6 wks 

TV: 1,200 60-sec anncts, chnbrks; 9 

Nov; 6 wks 
TV: 20-sec film anncts; 7 Dec; 4. 7, 

13 wks 

Radio: anncts; 19 Nov; 3 da 
TV: 20-sec films; 19 Nov; 3 da 

Radio-TV: I.D.'s, 20-sec anncts; mid- 

Nov; 52 wks 

Radio-TV: 1-3 partic a wk; 5 Nov; 52 

wks 
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This $66,000,000 steam-electric generating station, the Philip Sporn Plant at Graham Station, 
W. Va., is among the world's largest and most modern. Its output capacity of 600,000 kilowatts sup- 
plies power for major industries and industrial communities throughout WSAZ-TV's 114-county area. 



FULL STEAM AHEAD! 



Where industry thrives, so does business. 

For industry (among its other multiple products) 

also creates big payrolls. 



Here, within the industrial center of the United States, 
hundreds of giant plants work at full steam to 
supply enough goods for consumers all over the world. 
The resultant pressure of buying power today tops 
four billion dollars in 114 industrial counties served 
daily by WSAZ-TV! As the only television station 
covering this enormously busy area, WSAZ-TV's 
influence upon buying decisions of high-income 
families has proven a potent force. 

To put a full head of steam behind your sales 
in America's industrial heart, WSAZ-TV 
is a uniquely profitable investment. 

16 NOVEMBER 1953 




Huntington-Charleston, West Virginia 

Channel 3-S4,000 watts ERP - NBC-CBS-Du Mont-ABC 
Lawrence H. Rogers, Viet President & General Manager, WSAZ, Inc. 
Represented nationally by The Katz Agency 
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the magazine Radio and TV 



advertisers use 



ARTICLES 



ll lii/ tlon't air media recommend tiyencies? 



Most media groups "recognize" agencies for benefit of members. Radio and 
TV suffer because sponsors don't know which agencies are equipped to handle 
air accounts, which are on sound footing financially 

II hut admen put on their bulletin hoards 

Madison Avenue office decor ranges from portraits of J. Fred Muggs (chim- 
panzee) to framed quotations from John Stuart Mill (philosopher). Most 
frequently encountered theme on ad alley bulletin boards: lack of time 

Whil these 31 advertisers don't use air metliu 

Part 13 of SPONSOR'S All-Media Evaluation series contains results of survey 
of 200 corporations. Article examines reasons for not using radio, TV, given 
by 31 advertisers (most commonly quoted reason: money) 

Why Coffee Hnreau spends $500,000 in radio 

Pan-American Coffee Bureau is spending one-third of $1.5 million ad budget 
on spot radio to put across new theme, "talce a coffee brealc" 

timebuyers; salaries, problems, buchgrounds 

SPONSOR mailed questionnaires to timebuyers around the country, got 85 
responses. Article contains first-hand information on how much timebuyers earn, 
how long they went to school, how they're regarded in agencies 

II hat does new Starch study prove? 

Starch has some new answers to advertiser's old question, "How effective are 
my commercials?" Will these data upset media thinking? 

TV nps sates 82 million for Mayes Stores 

Chicago sporting goods store bought a TV show two years ago over WGN-TV. 
Today, its sales have hit $5 million; firm has expanded to seven stores 

Cars on the «ir 

End of postwar car boom is bringing increased air activity on the part of 
auto manufacturers and dealers. SPONSOR round-up tells who's spending for 
radio and TV, what they're buying and why 




COMING 



Vo. I rice seller reaches top with air media 

Minute Rice debuted in 1946, has used an increasing amount of air adver- 
tising ever since. Today it shares sponsorship of two leading net TV shows 

Should there be a TV MS? 

Radio has a Broadcast Advertising Bureau; TV station executives now want a 
similar type of organization for the televis'on industry 
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DEPARTMENTS 



TIMEBUYERS AT WORK 
AGENCY AD LIBS 
49TH & MADISON 
NEW AND RENEW 
MR. SPONSOR, Norman Jay 
P. S. 

RADIO RESULTS 
NEW TV STATIONS 
NEW TV FILMS 
SPONSOR ASKS 
ROUND-UP 

AGENCY PROFILE, George Wolf 
TV COMPARAGRAPH 
NEWSMAKERS IN ADVERTISING 
SPONSOR SPEAKS 
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KWKH's cost 




KWKH, Shreveport, not only delivers the biggest 
radio audience in the prosperous Arkansas- 
Louisiana-Texas area — it also delivers the 
most listeners per dollar. Its "cost-per-thousand" 
is 46.4% less than the second Shreveport station.' 

These audience figures are from the new Standard 
Station Audience Report — the more conservative 
of the two recent audience surveys made in 
this area. Ask your Branham representative! 



per'thousand'families 

is 464% LESS 
than the second 
Shreveport station! 




LISTENERS PER DOLLAR 
U-time, 14-hour daytime rates) 



0,000 Watts • CBS Radio 



KWKH 

A Shreveport Times Station 

( Texas 

The Branham Co., I AflcAIISAS 

Representatives — — 

Henry Clay, General Manager 
Fred Watkins, Commercial Manager 



YOU CAN SPONSOR 
THE BEST NEWS IN 
SOUTHERN CALIFORNIA 
INDEPENDENT RADIO 
FOR AS LITTLE AS $1S! 

KBIG hourly five-minute newcasts, judged 
the best of any independent station 
by the Radio and Television News Club of 
Southern California, can sell for you, 
whatever your business . . . 

IS IT FOOD? Von's Grocery has sponsored 
10:25 A.M. News since June 1952. 

DRUGS? Willard Tablet Company is in 
its second year with the 8:25 A.M. News. 

AUTOMOTIVE? Lubal engine oil additive 
started with a morning newscast — today 
uses three a day — A.M., noon, P.M. 

FURNITURE? Morning newscasts each 
day sell O'Keefe & Merritt ranges, a KBIG 
charter sponsor since first day on the air. 

APPLIANCES? Graybar Electric has sold 
Whirpool washers with KBIG Morning 
News for the last ten months. 

RESTAURANTS or HOTELS? Oceanside's 
Miramar restaurant, trailer park and 
shops, daily on KBIG for the last 17 
months, sell via afternoon"" Sports News. 

A few seasonal advertisers have just 
concluded their newscast contracts. 

Ask your KBIG representative or any 
Robert Meeker office for these new 
availabilities, and for the new brochure 
giving all details on KBIG News . . . 
the best in Southern California 
independent radio. 



10,000 WATTS 

at740 



KBIG 



STUDIOS IN AVmLON 
AND HOLLYWOOD 




GIANT 
ECONOMY 
PACKAGE OF 
SOUTHERN 
CALIFORNIA 
RADIO 



John Poole Broadcasting Co. 

"The Catalina Station" 
6540 Sunset Blvd., Hollywood 28. Calif. 
HOIIywood 3-3205 
Nat. Rep. Robert Meeker Associates, Inc. 
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Penny .S'i jiiiiioji.s, Foote, Cone & Belding, .Yew 
York, is busily checking LHF and I'HF stations 
us well as radio availabilities for her new Paper 
Mate Co. account. "For the next year or so," 
Penny told .sponsor, "we're planning to continue 
expanding in radio and TV market-by-market with, 
station breaks and minute announcements aimed at 
a general mixed audience, including teenagers. 
We'll be testing the efficiency of our buys via retail 
sales in each market." Among her other accounts 
Penny numbers International Latex and Spry. 



Ed MvXvilly, TV director, Enterprise Advertis- 
ing, Los Angeles, recently made an unprecedentedly 
large program buy for a regional account — Brew 102 
Beer of Southern California. He bought 11 half- 
hour shows in Los Angeles alone, nine of them 
dramatic programs. Brew 102 also sponsors a 
weekly show on KEROTV, Bakersfield ; KEYT, 
Santa Barbara; XETV, Tijuana, Mex. His announce- 
ment schedule includes 100 announcements a week. 
"It's the woman who buys beer," says Ed, "but the 
man tells her the brand. We' re reaching both.'' 



J van Carroll, SSCB, Xew York, is busiest in 
jail, when she places the heaiy spot campaign 
for Smith Bros., makers of cough drops. Year-round 
print advertisers, Smith Bros, planned their 
air debut for this cold season. "This is their 
first year in TV," Jean says. "I bought into 
SBC T\"s Today show for 26 weeks starting 9 
October, and supplemented our participations with 
10-second I.D.'s in markets not covered by the 
show." Commercials are aimed at the family group 
so Jean had to work far ahead to get choice time. 



(ivrard Van llorsott. Blow Co., Xew York, 
is buying TV announcements for Whitehall products 
in 40 top TV markets. With emphasis on Class A 
time, Jerry's job of finding availabilities teas a 
rough one. The compromise: 20-second an- 
nouncements and l.D.'s near top network shows and 
minutes near news. si>orts and weather programs. 
"The bulk of my buying for Whitehall," says 
Jerry, "is for Anacin's fall and early winter cam- 
paign. I've been analyzing I IIF availabilities, too, 
with an eye to getting franchises for spring." 
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YOU CAN'T BEAT 



THIS "ONE-TWO" COMBINATION 
IN RADIO ADVERTISING 







* For the One-Two" punch in the South, turn to WBIG! Study the 

figures from SALES MANAGEMENT'S 1953 Survey of Buysng Power. 

You'll find the Greensboro Metropolitan County Market leads such 
prosperous buying centers as Charlotte, Raleigh, Shreveport 

and Augusta in Food Store Sales ... Winston-Salem, Columbus, 
Charleston, Greenville (S. C), and other larger cities in Drug Store 
Sales. And remember, Per Family Sales are high and growing 
higher in the active Greensboro market! 



Jm * WBIG's staff* of artists and announcers offer you the additional punch needed 
to score in the Greensboro market. Call on this reservoir of experience 
and talent... get the maximum return from each 
advertising dollar! 



/7A 



'Heading our stoff are Sob Poole, of "Poole's 
Porodise," . . . Add Penfield, Sports Director & 
Newscoster, . . . Joe Tew, Form Director. 



Represented notionolly by Hollingbery 





In 27th Year of Broadcasting 



CBS AFFILIATE 5000 WATTS 



16 NOVEMBER 1953 






STORER BROADCASTING COMPANY 

WSTO-TV WJBK-TV ~— WAGA-TV — KEYL-TV WBRC-TV 

Toledo, Ohio Detroit, Mich. Allan fo, Go. Son Antonio Texos Birminghom, Ala. 

WSPD WJBk WAGA KABC -w- WWVA WGBS WBRC 

Toledo, Ohio Detroit, Mich, Atlonfo, Ga. San Antonio, Texas 'Wheeling, W. Va. Miomi, Flo. Birminghom, Alq. 



NATIONAL SALES HEADQUARTERS u 
TOM BARKER, V. P ... National Sales Director BOB WOOD, Midwest Notionol Sales Mgr. 

UrtttuSr Street New Tork 2% Eldorado S-769C • 230 N. Michigan Av*^ Chicago 1, FRonltUn 2-649S 



use all the 
IMPACT of 



in the Great 
Norfolk Area! 



NORFOLK 
HAMPTON 
PORTSMOUTH 
NEWPORT NEWS 
VIRGINIA BEACH 
WARWICK 
WILLIAMSBURG »// 
SMITHFIELD 




Here s se 'mg power PLUS me greo r 
Norfolk Metropolian Areo where onl r 
WVEC-TV s NBC . beoming your 
soles mesioge nght to the core o ( this 
dynQmtC mult -o*v rrO:ket 



only WVEC-TV 





R*pr«Mt*ci by 
SV/ii/AM G. RAMBEAU 

NEW YORK*CHICAGO*SAN FRAN- 
CISCOMINNEAPOUSHOS ANGELES 




by Bob Foreman 

Physically I think it's safe to say there's nothing at all 
really wrong with radio. The number of new sets attests to 
that (almoj-t nine million in first eight months of '53). Out- 
of-the-home and not-in-the-living room viewing figures (un- 
reliable as they may be) go further to prove this. However, 
many things seem to be rather awry psychologically. My own 
psychiatric recommendation would be to have the patient and 
its guardians stop thinking of radio as the arch competitor 
of television and concentrate on magazines and newspapers. 

Instead of spending large sums trying out new ways of 
fighting television, a dash of ingenuity could be expended 
on proving what can easily be demonstrated — namely, that 
radio right now gives an advertiser far greater opportunities 
at less cost to talk to people than do printed media. Next. I 
would re-emphasize the powers of persuasion of the human 
voice — something that seems to have been almost forgotten 
since TV came along and added pietures-in-motion to these 
persuasive words. (Some of the most effective TV commer- 
cials rely 90 f f on their audio. 10 r ( on what is seen!) 

NBC's new Three Plan is. I think, another case in point 
where radio, panicked and disorganized, is approaching its 
problems with what might turn out to be misguided psychol- 
ogy. Here it is moving right over into TV's camp — whereas 
this is one area where radio -'till has it all over television. 
What I mean is this: 

Radio, by offering the advertiser the ability to buy in and 
out of different programs at bargain rate;- on a participating 
and floating basis, surrenders a birthright. One of the great- 
est strengths radio always, had was the sole, unfettered and 
unsharing ownership of a program which it offered an adver- 
tiser. Throughout the years, many a product was built by 
such close and undivided association with a program. To 
allow another sponsor to whittle away at this would have 
been unheard of a few vears ago — heresv at the verv least. 
People in those days knew who sponsored what and the rela- 
tion was a healthy, lasting and mutually beneficial one. 

Along comes TV. Even in its infancy the medium became 
so costly that it was neces-arv ( for network, station and 
packager alike) to sell parts of programs to an advertiser 
the way they now sell chicken* in poultry stores. This gave 
rise to a philosophy (discussed here previously) of diffusion 
time buying and split-personality programing— a philosophy 
[Please turn to page 54 I 
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New Pressure Microphone 




BK-1A 

All-New 
Pressure Microphone 
AM, FM and TV 



THIS IS THE NEW MICROPHONE that is 
making broadcast and television history. It includes 
every outstanding characteristic of the RCA 88-A, 
which it replaces, plus new advantages found in no 
other microphone in its price range or class. 
Check the facts! 

• Type BK-lA is unobtrusive, even in the 
"close-ups." New styling, non-reflecting 
finish blends right into the TV picture 

• Type BK-lA is absolutely insensitive to air 
blast and vibration — ideal for "close-ups" 

• Type BK-lA has a frequency characteristic that is 
independent of distance from the sound source 

• Type BK-lA has uniform response over the 
essential audio range 

• Type BK-lA can be used in any kind of weather 

• Type BK-lA detaches from base for hand- 
announcing (it can also be 
mounted on floor stands) 

• Type BK-lA is equipped with a 
ball-and-swivel mount— can be 
turned in any direction 

• Type BK-lA is only 8 inches high; weighs 
just 19 oz. (less base and cable) 



For details and delivery infor- 
mation on this new remarkable 
semi-directional microphone, call 
your RCA Broadcast Sales 
Representative 





RADIO CORPORATION of AMERICA 



ENGINEERING PRODUCTS DEPARTMENT 



CAMDEN, N. J.- 



Want to see 
your sales 

SKY HIGH? 




anchor 
your 

(/ advertising 

^CKAC 



I . Huge coverage 2 
out of 3 French radio 
homes in Quebec. 

2. Hundreds of 
thousands of 
faithful listeners day 
and night as 
reported by H.B.M. 

3. Selling power 
second to none 
. 7.:)00.()00 box tops 
last vear. 



CBS Outlet in Montreal 
Key Station of the 
TRANS-QUEBEC radio group 

CKAC 

MONTREAL 

1 730 on the dial • 10 kilowatts 

R«pr«»entotivei 

Adam J. Young Jr. New York, Chicago 
Omer Renaud & Co.— Toronto 
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SPEIDEL ON TV 

The Speidel article ["Why Speidel 
spends 100',; of budget on TV,'' 5 
October 1953 sponsor, page 28]. was 
\ery interesting, bad a wonderful con- 
tinuity and was a very appropriate ar- 
ticle in this particular issue since it 
showed various points of view of dif- 
ferent manufacturers. 

1 . . . was interested to see Dr. Pep- 
per's radio technique was doing a job 
as against TV doing a job ["Dr. Pep- 
per prescribes radio phone giveaway." 
page 34], and how Ben Duffy points 
out that each medium has its niche 
and that all forms of advertising can 
ultimate!) pay off if projected into the 
proper direction ("How BBDO evalu- 
ates media."' page 25] . . . 

Charles Spitzer 
Sales Manager 
Speidel Corp. 
New York 



MISSING ISSUE 

Somehow, our copv of your August 
24 Xegro Market issue lias disap- 
peared, )uA when I needed it most. 
Would you please send us another one, 
and bill us accordingly. 

ROBKRT S. CRACIX 

George R. Nelson, Inc. 
Schenectady 5 



SILVER DOLLAR MAN 

As you well know I have followed 
your magazine closely since you first 
began. I think you've contributed a 
great deal in many ways to our indus- 
try. Consequently. 1 was verv sur- 
prised and sorry to read the article in 
\our October 5 issue regarding the 
Dr. Pepper Siher Dollar Man program 
["Dr. Pepper prescribes radio phone 
gi\eawa\," page 34]. 

I "bis program is being used in many 
small markets in New England by 
Coca-Cola and was submitted to us for 
consideration last spring. It appears to 
have all three of the necessary factors 
which constitute a broadcast lottery, 
and upon »-tudy by our attorneys and 



.subsequent confirmation by NARTB, 
we were convinced that it represents a 
lottery and places the license of the 
broadcaster in definite jeopardy if it 
is carried. 

The lottery aspects are so obvious 
that we are rather surprised that small 
market stations continue to accept 
these programs for broadcast. It is 
interesting to note that it is not carried 
in any major market. When a maga- 
zine of your stature carries an article 
apparently recommending the feature, 
1 feel you re doing the industry harm. 
1 feel that you carry a responsibility 
to check the legal aspects of any pro- 
gram before you write a complimen- 
tary article about it. I ll be interested 
in having \ our comment on this. 

Hervey Carter 
General Manager 
WMUR 

Manchester, N. If. 

• SPONSOR .ent a copy of Mr. Carter's let- 
ter to \. II. Caperlon, arU crti*inj» manager of 
tin- Or. Pepper Co. Here is his comment : "Only 
after consultation with the legal departments of 
our company and of our agency did w e proceed 
with the Iiroatlcasts of the 'Dr. Pepper Silver 
Dollar' radio and TV shows. Furthermore, it is 
not conceivable that such a show would l»e car- 
ried by more than 50 stations across the roun. 
try if it constituted a lottery." 



• Co-t, c»f 301) reprints, with or without the 
co* pr, is S lo . 



REPRINT REQUEST 

I think your magazine is the fines! 
of its kind on the market today. I 
always look forward to each issue. 1 
would like to have reprints (five of 
each I of the following articles: 

"How to get the most out of your 
public relations show." 5 October 1953 
[page 33]. and "Saturation radio puts 
the razzle-dazzle in Ford one-day 
sales,"' 19 October 1953 [page 30]. 
(Please turn to page 17) 

SPONSOR 



PUBLIC RELATIONS 

Congratulations on the splendid sto- 
ry on the Rubel-Ziv show promotion 
["How to get the most out of your pub' 
lie relations show," 5 October 1953, 
page 33]. 

Would you send me 50 copies of the 
magazine, billing us for the cost, and 
also advise what it would cost to get 
500 reprints, including the cover of 
the magazine, and the same without 
the cover. . . . 

Leonard M. Sive 
President 

Leonard M. Sive & Asso. 
Cincinnati 2 



SALES G/MMS? 



NEWS Helps Station prove 



Best Gimmick of All is ... Quality t 




By carefully analyzing a prospective sponsor's needs in terms of program 
calibre, WAIR of Winston-Salem came up with a winning combination. 

Prospect was Central Carolina Motors, local Cadillac-Oldsmobile 
agency. Salesman Wally Voigt's exploratory conferences disclosed — 

1 ) Prospect was highly quality-conscious, as might be expected. 

2) To be successful, program had to provide coverage-in-depth among 
better-income groups. 

WAIR proposed an Associated Press spot news program. To the 
station's own reputation for effective coverage was added the lure that 
"The AP is the Cadillac of the news field." 

This was something the sponsor could easily grasp and believe. It 
appealed to his sense of suitability. He agreed to a 5-minute, Monday 
through Friday, program. Then sales of cars encouraged an expansion 
to 10 minutes. Today, it's a quarter-hour newscast. 



Says Manager Jack W cldon: 

"This is a success story without a gimmick— unless you choose to think 
quality is the best gimmick of all. Our sponsor believes Cadillac is the 
ultimate in automobile quality. We of the station believe just as firmly 
that the ultimate in news is AP. The marriage, you might say, was 
inevitable." 



If your station is not yet usinp Associated Press 
service, your AP Field Representative can 
give you complete information. Or write 



A 




Ihose who know famous brands. . . know the most famous brand in news is 
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IPOT RADIO 



EAST, SOUTHEAST 








WBZ-WBZA 


Boston-Springfield 


NBC 


51,000 


WGR 


Buffalo 


CBS 


5,000 


KYW 


Philadelphia 


NBC 


50,000 


KDKA 


Pittsburgh 


NBC 


50,000 


WFBL 


Syracuse 


CBS 


5,000 


WCSC 


• •••«•••• 

Charleston, S. C. 


• • 

CBS 


5,000 


WIST 


Charlotte 


MBS 


5,000 


WIS 


Columbia, S. C. 


NBC 


5,000 


WGH 


Norfolk-Newport News 


ABC 


5,000 


WPTF 


Raleigh-Durham 


NBC 


50,000 


WDBT 

J 


Roanoke 


CBS 


5,000 


MIDWEST, SOUTHWEST 








WHO 


Des Moines 


NBC 


50,000 


woe 


Davenport 


NBC 


5,000 


WDSM 


Duluth-Superior 


ABC 


5,000 


WDAY 


Fargo 


NBC 


5,000 


WOWO 


Fort Wayne 


NBC 


C. P. 50,000 


WIRE 


Indianapolis 


NBC 


5,000 


KMBC-KFRM 


Kansas City 


CBS 


5,000 


WAVE 


Louisville 


NBC 


5,000 


KFAB 


Omaha 


CBS 


50,000 


WMBD 


Peoria 


CBS 


5,000 


KFDM 


Beaumont 


ABC 


5,000 


KRIS 


Corpus Christi 


NBC 


1,000 


WBAP 


Ft. Worth-Dallas 


NBC-ABC 


50,000 


KXYZ 


Houston 


ABC 


5,000 


KTSA 


San Antonio 


CBS 


5,000 



MOUNTAIN AND WEST 

KDSH 
KVOD 

KGMB-KHBC 

KEX 

KIRO 



Boise 
Denver 

Honolulu-Hilo 
Portland, Ore. 
Seattle 



CBS 

ABC 

CBS 

ABC 

CBS 



5,000 
5,000 
5,000 
50,000 
50,000 



0 





J "Choice of Programs - 
To Fit Your Needs!" 



by WILLIAM W. BRYAN 

Manager, Detroit Office 



All Americans may be born "equal" before the law 
! — but oh, how different they are in tastes, habits, 
needs and desires. 

A lot of these differences are regional. So much so 
[hat audience ratings for even the biggest national 
radio shows often vary by hundreds of percents, from 
city to city. 

This sets up one of the basic advantages of Spot 
Radio. It permits alert advertisers to capitalize on 
local or regional program preferences — to select 
programs which appeal to their best prospects in 
any or every market. 

Most of the top-notch stations listed at the left have 
local Spot Radio programs that out-rate and out-sell 
big-time network shows — and save their sponsors' 
money at the same time. 





1 


CHOICE 




CHOICE 


3 


CHOICE 


A 


CHOICE 


5 


CHOICE 


6 


CHOICE 


7 


CHOICE 



\t lAlilAll 



D 



ETER 



REE & 

INC. 

Pioneer Station Representatives Since 1932 

f}W YORK CHICAGO ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO 



Wherever people go in the South, there s 



with it's great roster of Stars who re- 
ceive from these people nearly <i mil- 
lion letters a year. 



i 




GENE NOBLES 
A I Night D J 




1 « M 



L <8 ^ 

BILL ALLEN 
Tod.iy's Top Five 




MAC O'DELL 
Old Country Boy 



AUDREY HOLMES 
Lady of the House 



MARY MANNING 
Woman's World 



JOHN RICHBOURG 
Your Esso Reporter 



and wherever people go, there's . . . 




ARTHUR GODFREY 



III C BS 

jack benny lh e network with Ame: 



RADIO 





BING CROSBY 



GENE AUTRY 




LOWELL THOMAS 



lhe network with America's greatest 
shows, featuring the 
world's most popu- 
lar Stars: 

It's a combination 
that adds up to the 
Greatest Sales Power 
in the South! 

ED. R. MURROW 



50,000 WATTS 



WLAC 



REPRESENTED BY THE KATZ AGENCY 



THE BROADCASTING SERVICE OF LIFE & CASUALTY INSURANCE COMPANY OF TENNESSEE 
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SPONSOR 



liinJr'iUilK . our local Ford dealer, 
jcfli-r raiding llie article in li is trade 
:niil reading die SI'OVsok article, 
]- rnirig llu- ^ime thing here this 
neck. . . . 

Richard J. Ai. i. u. Kit 
Sales Representative 

imrx 

Doylestou n. Pa. 



TV RESULTS 

Your monthly feature, "1 V Results," 
certainly helps us sobe man) of our 
*alt*£ problems 

Would it he pns-ihle to order 300 
reprints of each "TV Results" page, 
that could he deli\ered shortly after 
\oiir magazine is distributed? We 
would plan to 'use them in a mailing 
piece on each publication date. . . . 

Downey Hkwky 
General Manager 
IVTVP 
Decatur, 111. 

• 300 reprints of each "TV Results" page would 
root S ft . 73 per Is^iie. 



From time to time your publication 
has put out a capsule digest of T\ 
success stories. 

I Mould appreciate receiving the 
latent such series of summaries, and 
would like to have it in booklet form 
if it lias been edited and published in 
ihls particular way. 

Hux N. Allmayeu 
Allmayer-Fox Agency- 
Kansas City 6 



We think your annual "TV Results'' 
edition is a tremendous sales tool! 

In fact, we think so highly of it, we 
would like to know the charges of get- 
ling two copies each of every annual 
'TV Results'' issue so far released. 
Would you let me know the number of 
ihese annual editions and the total cost 
involved. 

John Birr 

Asst. Mgr. Advertising, Publicity 

& Promotion 
ABC, San Francisco 2 



• "TV Results" is included In ihc subscription 
prtrr of SPONSOR ( ?8 annually). Extra copies 
eost SI each for less than IO copies: T."»c each 

for 10 or more copies; 30c each for 2."» or more 
eopics. SPONSOR has been publishing Its annual 
,L T\ Results" editions for three years; however, 

■plv tlie 1953 edition is available. 



condensation of the "transit" phase of 
Media Basics 11 and the All-Media 
K\ ablation Stud}, which appeared in 
the May Hi, I 'A').'} copy of your maga- 
zine [ page 39 1 . 

We are enclosing herewith two 
copies of the Nmembci 1953 issue ( ,f 
The Advertiser's Digest mi page 21 of 
which \ on will find the {ibo\e-tnen- 
tioued article. . . . 

S. \. \\ \TKIIM \N 

Editor 

Publishers Digest, Int. 
Chicago 10 

• SPONSOR*. WI-M.-illu Sliuli will lie reprinted 
in lunik focni in I 1 '."*!. Itcserv til ions ace accept, 
able now by wrillne to SPONSOR, It) I . I<>lli St., 
New \ « rk. 

FARM RADIO 

The October 19 is-ue of sponsor 
does an excellent job in analyzing the 
subject of farm radio. You are to be 
congratulated. 

Please send me eight copies of this 
issue of sponsor for internal distribu- 
tion. 

Donald K. Dk \ei f 
General Manager 
Rural Radio Xeluorh 
Ithaca 



THE NEW KEY TO 



FORD SALES 

Just completed reading the Ford 
story [''Saturation radio puts the 
razzle-dazzle in Ford one-day sales," 
19 October 1953. page 30]. and on 
page 128 I saw a piece of information 
that amazed me. Thought you would 
be interested in knowing that the 
story reference to the Philadelphia 
campaign says that Ogontz Motors 
used \V11)G and WFIL plus newspa- 
pers. Thev actually used W1RG and 
W1P (no WFIL1. ' 

Edward W.vllis 

Director Sales Promotion & 
Publicity 

WIP. Philadelphia 



MEDIA STUDY 

It is indeed a pleasure to reprint a 



TV DICTIONARY HANDBOOK 

1 would very much appreciate re- 
ceiving about a dozen copies, if possi- 
ble, of your "TV dictionary handbook 
for sponsors." 

We have found it very useful and 
on many occasions have given copies 
to our clients. . . . 

Lita Kaufman 

Motion Picture-TV Division 

Kling Studios, Inc. 

Chicago 11 

• SPONSOR'S "TV dictionary handbook" is 
available with every subscription to SPONSOR. 
Additional copies cost $2 each. 




It's good business to sell the 
rich Pittsburgh market through 
WKJF-TV, Pittsburgh's pioneer 
UHF television station. In addition 
to "top" NBC shows, WKJF-TV 
offers a wide range of local-interest 
programs all designed to assure a 
high audience "pull" from America's 
eighth largest trading area. And re- 
member — the more than 680,000 set 
owners in the Pittsburgh area are 
converting fast to receive Channel 
53, Pa Pitt's Preference. 



• E 'he( and A/berf . u „ 
H °» of Fame . J , H °" mark 

Margie • T Me T 

Arms »°»9 Circle Thea„- e a . 
man Y ofhers! ■■■and 



WKJF-TV 

$&mtd $3 
PITTSBURGH 

Nv*o*ei k*pmn***w- WEED TfLEYlSKJN 
N**Te*fc Chicago Detroit ftvtton 
San Franriico Alfanto Hoflywood 



J 



■ 
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AT THE SIGN OF THE ROOSTER 



WJAR-TV 



The proud Rhode Island Red Rooster is symbolic 
of the public's preference in quality and taste in the American home. 

As is WJAR-TV, Channel 10 in Providence, the welcome guest 

in more than 85% of Rhode Island homes. 

WEED TELEVISION, NATIONAL SALES REPRESENTATIVES 



New and renew 



WISH 
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frvw on Hml'nt fretworks 

SPONSOR 



Consolidated Cosmetics. 
Chi 

B. F Cood.ich. Akron 

Lambert Pharm (Listerinc 
Antiiymc 0 Antiseptic!, 
St. Louis 

Lewis-Howe Co, St Louis 



Paper-Mate Co, Culver 

City, Cal 
Radio Church of God 

Socony-Varuum Oil. NY 
5tc*art-Warner Corp, Chi 



AGENCY 
BBDO, NY 
BBDO, NY 

Lambert 0 Feislcy, NY 
R&R Chi 



FC&B. NY 

Huntington Parmclcc, 

Beverly Hills 
Comp'on, NY 
MaeFarland Avcyard, Chi 



STATIONS 
CBS 204 
NBC 200 
CBS 

NBC 200 

NBC 200 

ABC 83 

NBC 200 
NBC 200 



iteitetced on Radio fretworks 

SPONSOR 



Billy C;ah->m Evangelistic 

Fdtn. Minn 
Continental Bkg, NY 

Free Methodist Church, 
Winona Lake. Ind 

Ccneral Fds, NY (Jell-O, 
Jell - O ouddings, pic- 
fillings) 



AGENCY 
Walter F. Bennett. Chi 
Ted Bates, NY 
Walter F. Bennett. Chi 
Y&R, NY 



STATIONS 
ABC 309 
CBS 56 
ABC 60 
NBC 162 



National Itroadeast S€tles Executives 



NAME 



Eugene Accas 
jack S. Atwood 
M. Dean Bafford 
Claire O. Banks 
Verne W. Bchnkc 
Ted Bergmann 
Kurt Blumberg 
Robert L. Brockman 
Frank J. Brodock 
|ohn B. Burns 
Richard Bush 
Bernard W. Carney 
Norman E. Cash 
Slocum Chapin 
Al Constant 
Charles Cowling 
Donald Coyle 
|ohn T. Curry |r 
Robert A. Curtis 
Richard C. Dawson 
Don Durgin 
)oe Eaton 
Bruce Eells 
Frank E. Fitzsimonds 
Frank Freeman 
Lloyd B. Cibson 
Bob Cilbcrtson 
Barney Coldman 
Murray Crabhorn 
Joseph Crcene 
Maurie Cresham 

Art Custafson 
Charles E. Hamilton 
Arthur F. Harre 
Henry T. Hede 



FORMER AFFILIATION 

ABC, NY. mgr radio sis devel 

WRDO, Augusta, Me, mgr 

Bolsey Corn of Amer, NY, pub rel dir 

KEL5, Kelso, Wash, mgr 

CBS TV Film Sis. NY. acct exec 

Du Mont TV Net. NY, gen mgr 

Ziv TV. NY. exec 

ABC Spot Sales. Chi, acct exec 

Rcela Films, Miami, sis mgr 

CBS-TV Film Sis. NY. acct exec 

Consolidated Film Sis. Atlanta, mgr 

Chief, Third Army radio-TV branch 

WLW. Cinci. gen sis mgr 

ABC. NY. chg ABC-owned TV stns 

KONA ITV). Honolulu, opers mgr 

KMPC. LA. natl sis mgr 

ABC. NY. mgr res dept 

KMOX, 5t Louis, sis prom dept 

Boston Molasses Co, New Engl sis mgr 

Paul H. Raymer. NY. TV acct exec 

ABC. NY. mgr TV sis devel 

WKLO. WKLO-TV. Louisville, gen mgr 

Ziv TV, NY, special New Engl rep 

KFYR, Bismarck. ND. gen mgr 

ABC TV Net. asst mgr film prog dept 

WEBR, Buffalo, acct exec 

Chicago Trib. sis rep 

Ziv, NY, sis exec 

Edward Petry. NY. chg new bus devel 

NBC Film Synd, NY, asst mgr film exchange 

TV film synd field 

Rhodes Dept Store, Seattle, exec 
KFI. LA. supvr sis & prog 
W||D, Chi. gen mgr 
ABC, NY. admin asst trcas office 



PROGRAM, time, start, duration 

Edgar Bcrgcn-Charlic McCarthy Show; alt Sun 

9:30-10 pm, II Oct. 19 wks 
V/cckcnd. Sun 4-6 pm; 2 partic per prog; 25 Oct; 

6 wks 

Les Paul & Mary Ford at Home; M, W, F 7 30-35 

pm; 5at 9 -10-45 am; 10. 30-15 am; 2-2:05 pm; 

9 Nov; No. wks not set 
The Three Plan; Sceonl Chance, M-F 11:45-12 n; 

It Pays to be Married. M-F 5:45-6 pm; Fibber 

McCcc & Molly, M-F 10-10.15 pm; 3 partic 

per wk; 13 Oct; 13 wks 
The Three Pl.m; Iscc program listing above under 

"Lcwis-Howe"> 3 partic per wk; 16 Nov: 6 wks 
The World Tomorrow; 5un 12:35-1 pm ; 25 Oct; 

52 wks 

NBC Symphony; Sun 6:?0-7:30; 8 Nov; 22 wks 
John Cameron Swayzc; T, Th, F 9:30-35 pm ; 20 
Oct; 52 wks 



PROGRAM, time, start, duration 

Hour of Decision; Sun 3:30-4 pm; 1 Nov; 52 wks 

Make Up Your Mind; M-F 1 1:30-45 am; 16 Nov; 
52 wks 

Light £> Life Hour; Sun 8:10-9 am; 25 Oct; 52 wks 
Bob Hope Show; M-F 10:30-45 am; 9 Nov; 52 wks 




NEW AFFILIATION 

Same, dir net radio sis devel 

WCSH-TV, Portland, Me. natl sis mgr 

WKNB-TV, Hartford, Conn, dir pub & prom 

KENI, Anchorage, Alaska, mgr 

Motion Pix for TV, NY, acct exec eastern sis div 

Du Mont Labs. NY, dir bdestg i eft 1 )an '54 > 

TV Progs of Amer, NY, asst to vp 

Ceo. W. Clark, Chi, acct exec 

5amc, gen mgr 

ABC Film Synd, supvr Chi sis office 

CB5 TV Film Sis, Atlanta, southeastern area mgr 

WFBM, WFBM-TV. Indpls. prom mgr 

ABC Radio Net. NY. asst sis mgr 

Same, dir ABC TV net 

5amc. stn mgr 

Also AM Radio 5 Is Co. Hywd. West Coast mgr 

Same, dir net TV res 

WEEI. Boston, dir sis prom 

WBZ. WBZA, Boston, radio sis stf 

KACY-TV. St Louis, natl sis mgr (hq in NY) 

Same, dir net TV sis devel 

Same, also pres 

TV Progs of Amer, NY. western div mgr 

Also pres. North Dak State Bdcstrs Assn 

ABC Film Synd, NY. admin asst to vp chg div 

WBBF. Rochester. NY. sis mgr 

Harrington. Rightcr £> Parsons, Chi, acct exec 

Cuild Films. NY. gen sis mgr 

WATV, WAAT. Newark. NJ. dir of sis 

ABC Flm Synd. NY. traffic mgr 

Motion Pix for TV, Western sis mgr. film synd 

div (Beverly Hills) 
KMO-TV. Tacoma, acct exec 
Same, asst to pres 
WENR. Chi. mgr 

ABC TV, NY. admin mgr TV net sis 






► 



^Continued next page I 

In ite.xt issue: iSeic and Reneiced on Television (Xeticork) ; Advertising Agency Personnel 
Changes; Sponsor Personnel Changes; Station Changes (reps, nettevrk affiliation, potcer increases) 



Xumbers after nam**, 
refer to Xew and Re- 
new category 

K. A. Jackson (3) 

A ormrm E. Cash (3) 

Kurt Blumberg (3 1 

Drew ka\e <3> 

Bruce Eells (3) 
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Y«f toitfif Broadcast Stiles Executives (cont'd.) 



NAME 

Robert Hoffman 

Jack Irvine 

Richard A. Jackson 

Herb |affe 

Ceorgc johanncsscn 

Drew Kaye 

William H. Kelley 

Wally Kinnan 

David Kittrell 

Hugh Ben LaRuc 

Ccorge E. Ledell |r 

Frances Lindh 

lack Lucas 

H. Maier 

jack Maurcr 

Richard P. McClanahan 

)ohn W. McCuire 

Bill Merritt 
Tom Miller 
Bernard N. Morhan 
Albert C. Morey 
Wynn Nathan 
Erwin Needles 
Ceorgc Nickson 
Paul S. O'Brien 
David E. Partridge 

Curtis Prior 
Chet Randolph 
Patrick W. Rastall 
Arnold Routson 
David Scott 
Dean Shaffner 
Thomas H. Sheehan 
William E. Skinner 
Stanley L. Spero 
Oliver Treyz 
William MacCruder 

Walker 
Ccorge Weiss 
Linton Wells 

Seymour Whitclaw 
Otis P. Williams 
Chris |. Witting 
Dallas Wyant 



FORMER AFFILIATION 

Unity TV Corp, NY, acct exec 

KON A ( TV) , Honolulu, local sis mgr 
SPONSOR Mag, NY, asst ed 
MCA, NY, sr acct exec 
Harry B. Cohen Adv, NY, res dir 
KCU, Honolulu, acct exec 
Motorola, Chi, vp 

WKY, WKY-TV, Okla City, Chg pub rel 

Katz Agcy, Dallas, acct exec 

WOR-TV, NY, natl acct exec 

KH)-TV, LA, acct exec 

R&R, SF, acct exec 

WCCO, Mpls, stn acctant 

CBS Radio Spot Sis, mgr Atlanta office 

WCUE, Akron, 0, vp 

KHDM, Des Moines, acct exec 

Anahist Co, Yonkers, NY, adv dir 

Wyatt & Schuebcl, NY, acct exec 

CBS TV Sales, Chi, acct exec 

Spencer, Inc, New Haven, dir adv & sis prom mgr 

Proektor-TV, Mid-west sis mgr 

UTP, Chi, western div sis head 

WKNB, Hartford, Conn, sis stf 

KEEP, Twin Falls, Idaho, mgr 

Detroit Times, adv stf 

WLW TV stns, Cinci, gen sis mgr 

WRC, WNBW, Wash, DC, prom & adv stf 

WLS, Chi, asst farm dir 

ABC Radio Net, Chi sis stf 

WCOL, Columbus, 0, acct exec 

WKNB, Hartford, Conn, sis stf 

ABC, NY, asst dir res & sis devel 

Washington Transit Adv, exec 

Arvin Industries, Chi branch mgr 

KM PC, LA, acct exec 

ABC, NY, dir res & sis devel 

Y&R, NY, media buyer P&C 

IJTP, Chi, natl sis mgr 
WCHF-FM, NY, exec vp 

K"BS, SF, acct exec 

WOR-TV, NY, acct exec 

Du Mont TV Ne*. NY, mng dir 

WOAI. WOAI-TV, San Antonio, sis prom mjr 



NEW AFFILIATION 



TV Prog of Amer, NY, acct exec for Mid-Ainh 

states 
Same, gen sis mgr 
WOR, WOR-TV, NY, bus news ed 
Motion Pix for TV, NY, eastern sis mgr 
Edw Petry, NY, res mgr TV div 
KCMB, Honolulu, radio acct exec 
Du Mont Labs, NY, vp chg mktg 
Same, mgr pub rel & publicity 
CBS Radio Spot Sis, mgr Atlanta office 
KULA, KULA-TV, Honolulu, vp, gen sis mg 
KCCC-TV, Sacramento, special stn rep 
John Cohan Adv, Salinas, Cal, acct exec 
Same, sis scrv rep natl accts 
Same, acct exec NY office 
Same, also comml & stn mgr 
WCCO, Mpls, radio acct exec 
Motion Pix for TV, NY, central div sis mg ft 

synd div 

Motion Pix for TV, NY, acct exec eastern sdiv 
Harrington, Righter & Parsons, Chi, acct tc 
Transfilm, NY, sis mgr 

Motion Pix for TV, dir film synd sis Chi ai 

Same, natl sis mgr 

WKNB-TV, local TV sis mgr 

KBIF, Fresno, mgr 

WXYZ, Detroit, radio sis stf 

Westinghouse Radio Stns, Wash, CC, adv 

prom mgr 
Same, mdsg supvr 
WNAX, Yankton, 5D, farm serv dir 
ABC Film Synd, Chi sis stf 
WBNS-TV, Columbus, acct exec 
WKNB-TV, natl TV sis mgr 
Same, dir net radio res 
KOMO-TV, Seattle, acct exec 
Zenith Radio Corp, Chi, regl sis mgr 
Same, local sis mgr 
Same, dir radio net 
NBC Radio Net, NY, acct exec 

Cuild Films, NY, sis stf 

R. C. Crisler, Cinci, partner & eastern rep j^-s 

Creenwich, Conn) 
Same, eastern sis rep, NY 
Free & Peters, NY, TV acct exec 
Westinghouse Ra-lio Stns, Wash, DC, pres 
WKY, WKY-TV, Okla City, prom & res mgi 



^ ISew Agency Appointments 

SPONSOR 



American Express, NY 
Charles Anted, Baltimore 

Flotill Prods, Stockton, Cal 

Ceorgc Kern, Inc, NY 
Ccncral Petroleum Corp, LA 

Cunther Brewing, Baltimore 

Milkmaid, Inc, Paterson, N| 
Presto Beverage Corp, Brooklyn 
Revco, Inc, Deerfield, Mich 
Rigident Prods, LA 

United Cerebral Palsy, Youngstown, 0 
WBBF, Rochester, NY 



PRODUCT {or service) 



Money orders 

Formula 9 Shampoo & Soap 

Tillie Lewis' Tasti-Diet Foods, other food 

prods 
Meat products 

Mobilgas (in 7 western states) 
Beer & ale 

Cosmetics, beauty preps 
Cal-lac i non-fattening beverage) 
Home food freezers 
Cushion-Comfort denture retainer 

Fund drive 

Radio station 



AGENCY 



Benton 6 Bowles, NY 
Kastor, Farrell, Chesley U 

Clifford, NY 
Erwin, Wasey, LA 

Courtland D. Ferguson, NY 
Stromberger, LaVene, McKlie 

LA (eff 1 Dec) 
|oseph Katz Co, Baltimore M 

(eff 15 Dec) 
Hicks & Creist, NY 
Wexton Co, NY 
Beaumont Cr Hohman, Chi 
Harry C. Willis Cr Assoc, §• 

dale, Cal 
Simon, William & Roberts, 

Youngstown, 0 
Hutchins Adv, Rochester, N 



Numbers after names 
refer to New and Re- 
new category 

F. F. Fitzsimonds 
Jack Lucas 
R. McClanahan 
R. (.. Dausori 
( ltd Randolph 

Ted Herrmann 
Paul >. O lhirn 
J. IF. McCuirc 
Herb Jafjc 
Muiirie Cresliam 
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CONLIN 

as 

CHARLIE' 



DUFFY'S TAVERN, produced by HAL ROACH Jr., comes 
to television with 39 NEW % hour custom made TV films 

Ready for January 1st air date . . . for local, regional, and national 

spot sponsorship! 



MOTION PICTURES 

655 Madison Avenue, N. Y. SI, N. Y. 



FOR TELEVISION, INC. 

Film Syndication Division 



For auditions, 
prices, and sales plan- 
write, wire, or phone: 

HERB JAFFE 

655 Mad son Ave 
New York City 
TEmpleton 87000 

FRANK ODRISCOLL 

221 1 Woodward Ave 
Detroit, Michigan 
Woodward 1-2S60 

JOHN W. McGUIRE 

830 N Wabash Ave 
Chicago. III. 
WHiKhall 3-0786 

MAURICE GRESHAM 

9100 Sunset Blvd. 
los Angeles. California 
CRestvie* 1-6101 
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THE FIRST STEP toward providing the 
greatest TV Coverage in Oklahoma 
will be when KWTV- CHANNEL 9- 
OKLAHOMA CITY GOES ON THE AIR NEXT 



MONTH 



(DECEMBER) 



as a BASIC 



AFFILIATE. Interim coverage area— 
40 mile radius. 10,000 Watts. RCA 



EDGAR T. BELL 
Executive Vice-President 

FRED L. VANCE 
Sales Manager 

OKLAHOMA TELEVISION CORPORATION 
OKLAHOMA CITY 14, OKLAHOMA 



And in Just a Few Months • • • 

... ON THE AIR WITH FULL POWER 

AND 




MAN-MADE 
STRUCTURE 



REPRESENTED BY 

AVERY-KNODEL, INC. 



• 316,000 WATTS, ERP 

• 12 BAY SUPER GAIN ANTENNA 
• RCA EQUIPMENT 
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SPONSOR 




"Our TV show- Inive made even men Hazel Bishop-minded,*' 
Norman Jay, ex-radio commentator and now v. p. of the cosmetics 
firm, told sponsor. 

Norm is convinced that Hazel Bishop's meteoric rise from a firm 
operating in the red in 1950 to one with a $20 million a year salo 
volume in 1953 is due to effective ad\ertit-ing. This advertising, 
handled by Raymond Spector. chairman of the board of Hazel Bishop 
and president of the Raymond Spector advertising agency, is keyed 
to T\ . Better than 85 r J of the firm's SO million ad budget this 
year is paying for two network TV shows (This Is ) our Life. NBC 
TV. W ednesdays 10:00-10:30 pm. and The Peter Potter Show. ABC 
TV, Sundays 9:30-10:30 p.m.). as well as for spot T\ in major 
markets. The remainder of the budget goes into radio, newspapers, 
magazines. 

""With our TV programing." said Norm, "we've paved the way 
to a completed new merchandising pattern in the cosmetics field. 
The treatment lines I that is. cosmetic- firms who produce complete 
lines of makeup, assorted cream-, hair shampoo- 1, u-ed to rely on 
department store demonstrations and di-play for their sales. 

"We've applied the soap and food formula to selling lipstick. Now 
the stress is on promotional packaging and TV advertising to in-ure 
brand identification and increased consumer demand. " 

Hazel Bishop s "long-lasting" theme has indeed become house- 
hold knowledge in the l T . S.. putting the lipstick manufacturer into 
the top selling bracket, according to Norm. This year Hazel Bishop 
is moving into the export market. And. This Is ) our Lije is pre- 
ceding the lipstick into Hawaii, the firm's first export market o\er 
Honolulu station KON A-TV. 

"This program has had such an impact in this country.'* Norm 
remarks, '"that we have been able to make our salo without a sales 
force. TV has also replaced the girl behind the cosmetics counter. " 

TV has not. however, replaced the need for top merchandising, 
packaging and sales execut'nes. And as Hazel Bishop s number one 
sales expert. Norm commutes not merely between bis home in Long 
Beach and the Manhattan office, but frequently travels throughout 
the country. Always with him during his trips: a large photograph 
of his five-\ ear-old son. * * * 




In Milwaukee, thousands of industrial workers! 
are on the job on second and third shifts ■ 
while the rest of the city sleeps. Alarm j 
clocks ring at 5:00 A.M. in half the city's: 
nomas. These night workers and eerty risers: 
tune to WEMP, Milwaukee's 24 hour station. 
From 2:00 to 6:00 A.M. Chuck Phillips 
emcees with music, news, weather and sports. 

Chuck will bring your sales mes- 
sage to these thousands of Mil- 
waukeeans who listen to radio 
only during the wee hours. You 
get up to twice the Milwaukee 
audience per dollar of any net- 
work station by using WEMP.* 
Call Headley-Reed! 

•Btf/erf on Ittett /rvmleble Puttt talingi end 
SR & DS raff.. 



WEMPwEMP-FM 

MILWAUKEE 

HUGH IOICE. JR.. Gen. Mgr. 
HEADLEY-REED. Natl. Rep. 

HOURS OF MUSIC. NEWS. SPORTS 
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New developments on SPONSOR, stories 



Sec: 



SAMUEL D. FUSON 

(Vice President & Dir. of 
Public Relations) 

Kuilner Agency inc. 



LIKE MOST 
"Newsworthy" 
ADVERTISING 
EXECUTIVES 
MR. FUSON'S 
LATEST 
BUSINESS 
PORTRAIT 
IS BY... 



Photographers to the Uusittess Exei utile 
56.5 Fifth Awnue, Sew ) ork 17 PL 31882 




"Wliat limebuvers want to know 

abtwl UHF" 

"UHF: one vear later" 

23 February 1933, page 32 
7 September 19.>3, page 32 

New ABC TV booklet brings sponsors 
up-to-date on UFIF 



A new ABC Television booklet, "The P"s and Q's of V's and U's," 
points up some important facts about UHF for advertisers and agen- 
cies. Here's a summary of some of the more significant answers it 
gives to questions on UHF: 

1. Why did the FCC approve UHF transmission? The FCC 
realized 12 VHF channels were "wholly inadequate" to provide a 
nationwide, competitive TV service. By opening the UHF band the 
FCC could allocate 70 additional channels and assign local stations 
to practically every community with a population of 5,000 or over. 
Of the total number of stations to be authorized by the FCC 617 
will be VHF, 1,436 will be UHF. 

2. What percentage of TV homes are UHF-equipped? According 
to ARB's third quarterly survey of markets with both UHF and VHF 
(covering 51 cities) the median UHF penetration is 49.2% with the 
typical station on the air only four and one-half months. There are 
18 "new" UHF cities included in the report. Despite the fact that 
UHF was launched in these cities after 1 June the median UHF 
penetration in these cities is 34.9%. The ARB report also points 
out that three additional cities have passed the 85% saturation level, 
bringing the total number to 11. Of these 11, eight have VHF com- 
petition. (At least 50% of their sets get at least one VHF signal.) 

3. What advertisers are buying time on UHF stations? Many 
top national advertisers today have bought time on UHF stations. 
The list includes such well-known advertisers as American Home 
Products. American Machine & Foundry. Armour, Benrus, Borden's, 
Carnation, Chevrolet. Chrysler, DeSoto-Plymouth, Duffy-Mott, Gen- 
eral Foods, General Mills, Gillette, Goodyear, Greyhound, Nescafe, 
Pabst, RCA, R. J. Reynolds, Schick, Scott Paper and Sylvania. 

4. What do agencies think of UHF? One local agency told ABC 
it had bought time on a new UHFer even before it went on the air 
because: "After almost five years of single-station operation in this 
city, we feel that any second station will receive considerable interest 
from viewers in the area. We think the psychology of having a 
second choice here, and curiosity alone, will insure a good viewing 
audience for the first few months of operation." 

5. Will adding UHFers raise cost -per-1, 000? Although many new 
stations, VHF or UHF, are relatively overpriced during the first 
few months' operation, in the second half-year of operation they 
are relatively underpriced, based on increased set circulation, says 
ABC. Further, because production costs remain constant despite 
increased circulation, generally more homes are delivered per dollar 
of time and talent outlay when new stations are added to a lineup., 

6. Will conversion costs sloit down UHF growth? No. According 
to the FCC it will cost the average VHF owner $25, or 10% of the 
cost of his IV set. to convert to UHF. Conversion will cost as little 
as S5 in *ome cases, and all-channel tuners sell for up to $50. 

7. How fast are UHF-equipped sets being produced? One top 
TV manufacturer told ABC its current production of UHF-equipped 
sets is 25' t of total production. In three months he predicts UHF- 
equipped sets will be 40 r «' of total output; in nine months, 60%. 
Another manufacturer expects its UHF-equipped sets will be "prac- 
tically 100' i of total production" in nine months. * * * 
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The object of every early morning radio show Is to sell your product 
to the millions of people who "dress to music". But . . . 



Don John Ross uses startling showmanship each morning 
as his method to increase your sales in the Toledo 
market. Whether it be the calm announcement of a Snipe 
Race in Shropshire, England, or a contagious disease 
festival in Antwerp, he gets and holds his audience 
with cleverly mad humor. 

Beginning the day with "Top of the Morning'', 
moving on to "Wake-up Round Up" and '-Early Bird 
Revue", and ending with the "Alarm Clock", Ross 
ambles on in his witty, philosophical style. He ties 
together your commercial and his remarks, working 
himself right into the funnybone of WSPD listeners. 



TO*'*- 1 



> ** ,„ ot ' 



„ w " V.-* tl \" * 



The Gay Philosopher's Method 
wilt sell your product in the billion 
dollar Toledo morket. Contact your 
nearest Katx Agent or call ADams 
3175 in Toledo. 




WSPD 



— AM-TV 

TOLEDO, OHIO 



Starer Broadcasting Company 

I0M H1RKER SAT SALES DIR ! 3 E STREET •,[* rJR- 



Represented Nationally 
by K ATZ 
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JSEXT ! 



busy catering to folks in all sizes . . . 




3B^ 



Have you noticed our clientele lately? 

There's a distinctive, well-groomed air 
about the whole, handsome lot— and 
we're serving more of them all the time. 
(Mutual is the only shop in town 
doing more business than last year, for 
every month to date in '53.) 

The cup rack over on the left reveals 
that 17 of the top 25 U. S. advertisers 
are regular patrons of this shop 
this year, compared to 1 1 a year ago. 

But these top 17 comprise barely 
a fourth of our total customers: we're 



including yours. 



You'll like our special tonic of radio- 
flavored programming ($1,000,000 in 
new shows just added to a long-run 
lineup for listeners). You'll also benefit 
from our special home-town treat- 
ment (560 local experts, no waiting). 

And the Master Barber himself, Mister 
PLUS, tends the cash register— where 
all our matchless facilities add up to the 
lowest costs anywhere. 

Next! 



IMPROVE YOUR 
SALES-COMPLEXION I 

4- 

Apply Multi-Message 
Participations 
to Multi-Million Homes 
+ 

Daytime . . . Evenings . . . Weekends 
+ 

$1.00 (or less) per 1 .000 families 
+ 

COSSVLT MR PLUS: 
LO 4-8000 WH 4-5060 

<SEWYORK IIHICACO) 

MUTUAL 

the network for radio... PLUS 




SPUN GOLD ... The nation"* 
first gold strike wos mode near 
Concord in 1799 — but today the 
county spins ond weoves its 
wealth in its great textile mills. 



out north "main street" 
in the Charlotte market 






CONCORD, N.C.— as near to Charlotte as Dearborn to Detroit 



★ 



CONCORD 
Charlotte 



r 




Penetration of Charlotte's BIG 2 in Cabarrus County: WBT 85%— WBTV 51% 

The artery of the Charlotte market is US 29 — the "Main Street of the 
South" — which leads north to Concord and Cabarrus County with annual industrial 
payrolls exceeding 45 million dollars. WBT and WBTV reach north and 
south on "Main Street" — and in all directions out of Charlotte — to unify scores of 
industrial communities into a fabulous market of more than 1 Vi million people 
within a 50 mile radius. Only Charlotte's big 2 have coverage to match the market. 



Jefferson Standard Broadcasting Company 



Represented Nationally by CBS Radio and Television Spot Sales 



#BTV 



CHAR 



LOTTES BIG 2 ARE PLUMB IN THE MIDDLE OF A FABULOUS MARKET 
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SPONSOR AGENCY RECOGNITION BALLOT 
(Please cheok answers holow, sign name or at 
least give us your title, and drop in mailbox.) 

Should air media establish national machinery to reoommend 
ad agencies for broadcasters? ( ) Yes. ( ) No, ( ) Depends, 
What air media group do you think should handle this? 
(Insert name) _ _ 



Since no formal recognition exi3ta, what guides are broad- 
casters now using in recognizing agencies? _ 



Comment : 



YOUR NAMB 



.Title. 



Co. - City.. 

( ) Check here if we may quote you. 





Satlotml survey: sponsor surveyed 500 agencies and station tsicutives all over ('. found 
majority thought radio and TV should have national system of recommending agencies for 
recognition. Most answering question of who should set up system named SARTB 



Should air 
media recognize 
agencies ? 



In survey of station and 
agency executives 49 of 58 
replying give an emphatic "yes" 
16 NOVEMBER 1953 



by Miles David 

J^lone among all major media, radio and television have 
no national machinery for recommending advertising agen- 
cies. Should they? 

To find out what a representative group among station 
management and agencies think, SPONSOR mailed post card 
questionnaires (sample shown above) to 500 executives 
all over the U.S. The overwhelming majority said yes. Of 
5" replies received by presstime only three said "no"; five 
answered "depends"; one gave no opinion; 49 were ''yes." 

The media director of a Boston agency summed up 
what was probably in the minds of most "yes" respond- 
ents in a letter she sent accompany ing her card: 

"I very definitely feel that air media should establish 
national machinery in ad agency recognition. The other 
media have done this, and when you find an agency rec- 
ognized by the newspapers and magazines, it's a good bet 
that they are a reputable agency. 1 feel that broadcasting 
should take a part in this and not lea\ e the inv estigation 
and consequent recognition to competition. . . . 

"1 ba\e no idea how Mich recognition is granted now. 
but it does seem to me that the broadcasting industry is 
far behind other media.'" 

Historically, agency recognition systems have been es- 
tablished as a safeguard for media. But clients, too. share 
benefits. Vt hen an advertiser s agency is recognized by a 
medium, the agency's competence to prepare advertising 
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for that medium is. to a degree, certified. All existing na- 
tional agency recommendation systems cheek the adver- 
tising experience of the agency's executives- -as well as it.- 
credit standing and business ethics. (The latter are. how- 
c\er. the primary considerations in recognition. I 1 he 
various checkups tend to protect advertisers In keeping 
recognition from inept agencies And. conversely, the) 
protect a medium from getting a black eye because of a 
poorly conceived campaign. 

Frederic H. Gamble, president of t lie American Wo- 
ciation of Advertising Agencies, has long campaigned for 
establishment of a recognition system by radio and tele- 
vision. Here are brief excerpts from a speech he made to 
broadcaster.- at the \Ali meeting in Chicago in 1949: 

". . . Ever\ successful advertiser on your station today 
is your best prospect for your time tomorrow. Every ad- 
vertising failure- even flopperoo on your station— will 
not only lose \ou a customer but will also deter other 
prospects from becoming customers. . . . 

'. . . ^ ou need agencies who can make the advertiser's 
advertising succeed. . . . 

. . It is in your interest then. 1 submit in your im- 
mediate interest — to insure as high quality performance 
as you can by agencies with whom you do business. . . . 

"*. . . Standards of agency recognition are promoted na- 
tionally among newspapers by the AXPA; among busi- 
ness papers by the A I > I * ; among magazines by the PPA: 
among farm papers In the APA; among outdoor plants 
by the OAAA; and also among some of lhe?e media by 
regional and local groups. 

"The obvious question is surely this: Can radio afford 
to do less than other media are doing? In the contest of a 
buyers" market, can radio afford to have less protection 
than other media enjoy, to evaluate the agencies who make 
or break the future market for vour time?" 



f „. WWII' ■■Will! Mill IIIIIIIMIWW III III % Mill 1lllli|IIWI,»llllll-'l*Pilll|lll--Hllllllllll|ll]|!g 

These are the general requirements 

for of/fucy r**c«ffiiilioii, according to -l/l'.v* 

/. It must be u bona fide ugency that is, free from 
control by an advertiser in order that it may not be 
prejudiced or restricted in its service to all clients; 
free from control by a medium owner, in order that 
it may give unbiased advice to advertisers. 

2. It must not rebate any commissions it receives 
from individual media owners, so as to comply with 
their rate cards and to devote such commissions to the 
service and development of advertising^ as the individ- 
ual media owners desire. 

.'J. It should possess adequate personnel of experi- 
ence and ability to serve general advertisers. 

I. It should have the financial capacity to meet the 
obligations incurred to media owners. 



MA'S docs not itself 're<o(rnizc' anencles. That is Function ol 
media. Hui oae of qualifications for lA's membership Is recogni- 
tion by media. 

"JlllllWWllllliWfWI ' , - I 1 1"' 'IINIMI I i n 1*111 1 T 

iNothing came of the suggestion by Gamble or of other 
similar suggestions made subsequently by others in and 
outside of broadcaster ranks. Is there reason to believe 
that there is more chance now for establishment of a rec- 
ognition system? 

The logic of the situation seems to indicate there is. 

1. Radio has passed through its era of greatest fear 
and readjustment to the competition of television. It has 
strengthened its promotion forces, tightened operation. It 
is in a far better position than in 1949 to consider the 






question of standard- for the indu-ti). 

2. 'I'elc% i-ion, after \eais of frn/.en -tatus. is expanding 
rapidb \s i 1 1 1 over 300 stations on tlie air now and llie 500- 
station mark within si^,ht . Mans T\ station- are at a point 
where the) are mature enough to see what the ad\autages 
of agenr\ lccognitioii are. \ et the hu-'me-.s a- a whole is 
-till in a formative stage appropriate foi introduction of 
new standards. 

i, The mimher of agem*ii'~ in the I .>. continues glow- 
ing. (There are 115 more agencies listed in the Standard 
Iduertising Register this \ear than in 1952.) Tele\ i-ion i- 
.i factor, act mill), in building new local agencies in cities 
where TV stations go on the air. Insuring high a»enc\ 
standards becomes a greater problem as the number of 
agencies grows. 

I. Radio's problem in seeking new business to replace 
accounts lost to TV tempts broadcasters to (a) deal with 
agencies the) don't know: and lb) accept more mail order 
jnd/or I'd. deals. More credit problems and merchandise 
problems are the result. 

The XARTB will probabU start a stud) of recognition 
this coining Januan. A motion was adopted at the June 
meeting of the VAKTli's radio board of directors calling 
for appointment of a five- man committer of broadcasters 
to stud) agene) recognition. It will come up for final 
appro\al before the full board at its meeting in January. 
(Edgar Kobak, former president of MBS, and G. Richard 
Shafto. vice president and general manager. WIS, Colum- 
bia. S. C were the radio hoard members who made the 
motion.) 

Staff members of the XARTB. and the NAB before it. 
have studied the question of agent)' recognition several 
times during the past 10 years. In 1951. for example. 
Robert K. Richards, then public relations director, now 
assistant to the president and director of \ARTB, checked 
with oilier media on procedures the) used. It was esti- 
mated roughl) then that the budget of an agenc\ recogni- 
tion operation might run o\er SI 00.000 annualU . 

Feeling that the cost of a radio-TV recognition service 
was out of reach, or that the need was not sufficient, the 
XARTB board has alwa\s rejected pre\ ious recognition 
proposals. But it has usuall) recommended establishment 
of recognition groups by broadcasters localK . ( The Cana- 
dian Association of Broadcasters has a national system of 
recommendation ami Canadian offices of main l .S. agen- 
cies are on its list. I 

The outgrowth of the present motion before the XARTB 
board might well be some move to encourage forming of 
local groups— if a national recognition plan is again turned 
down. The XARTB could, for example, gather informa- 
tion on existing local broadcaster groups which have rec- 
ognition systems and make it available to all members. 
If this stimulated growth of mam local groNp-. the XARTB 
could then serve as an information clearing house. A news- 
letter might be circulated informing members about prob- 
lem agencies. This might e\entuall\ be the high road to a 
national recognition s\stem. 

The foregoing is speculation. But what do broadcasters 
do now; 

sponsor's post card surve\ asked station men that ques- 
tion. Here are their answers: Two said the\ used Dun & 

I Flense turn to page WO) 



How U yroups ItatnUr rfvounneudfttUm 

Recognition is granted to bonafide agencies uhuli 
place national tieu spa per schedule*, proiided the agemics 
tire in sound financial condition, enjo\ goad reputation 
and hare management icitli ndicrtisittg experience. Ill 
applii ations i,re screened etuejulh In personnel 
arid then passeil on h\ a committee made up of men from 
rieu spapers all over I ,S. II hen committee gives O.K., 
agency is recognized by i \ /' /, is listed in booh all mem- 
bers get. is oj June, list included 05< ) agencies. 

« ® • 

(I All In Lnnada. broadcaster's association "enfranchises 
agencies, including Canadian branches of I . ,S. agencies. 
Agency must annually fill out (.All form. Among informa- 
tion requested : statement of assets a ml liabilities shott- 
ing .surplus of assets over liabilities of SI 0.000; proof 
agency has contracted for three or more separate na- 
tional accounts and has billings oj $ 150.01)0 yearly. En- 
franchised agencies are pledged to use standard (.Alt 
contract forms in buying air advertising. 

» » • 

I'I'A The Periodical Publishers Association is mainly 
set up for purposes oj investigating arid recommending 
agencies to its jour publisher members: Crou ell-Collier. 
Curtis, Hearst, McCall's. List oj recommended agencies 
is available to these publishers only. Application form 
requires list oj magazine accounts, balance sheet shott ing 
condition oj business. Agency must sign declaration it 
does not give rebates to clients, is not owned in uhole 
or part by its clients. 

» * • 

Alii' Associated Business Publications requires submis- 
sion oj current financial statement that shows liquid assets 
oj $5,000 or more. Agency with less than $5,000 can be 
recommended if it maintains- record of prompt payment 
for 12 months. Minimum of three accounts is required. 
Applicant must state it is bona fide agency: submits neu 
financial statement each year. Processing tal.es two people, 
one full, one part-time, to handle 1.131 agencies. 

« * * 

LOCAL Association of 1 win City \eu spapers and 
Radio Stations operates in \f inneapolis-St. Paul area. 
Organization serves papers and radio-Tl stations in ad- 
visory capacity. Applicant supplies data to shou financial 
responsibility and adequate experience in advertising field. 
Representatives of each member sit in committee to decide 
whether recognition should be recommended. Financial 
condition of each agency is checked annually. The Asso- 
ciation has been in existence 18 years. 

• * e 

LOCAL In Louisville. A v., all stations banded together 
with neu spapers last February to make uniform recom- 
mendations for recognition. Credit Men's Association in- 
vited executives of stations, papers to get together. Pur- 
poses of checkups on agencies are similar to those of other 
organizations capsuled above. There are probably other 
groups of local broadcasters who work together similarly. 
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What admen put on their butleii 



llu-lrated ahovc are livelier examples of what the ad- 
vertising agencv executive pins to his bulletin board. 

The\ arc souvenirs gathered along Madison Avenue — 
mottoes, expressions, cartoons that tickle the fancy of the 
man in tbe ad-agency world. 

When >oii add them up they reveal something of how 
the adman views his profession and his associates. 

Time or the lack of it — is one of the most frequently 
encountered bulletin board themes. 

Herb \o\on. art director of outdoor posters at McCann- 
Krickson. drew the cartoon some years ago. on "Dead- 
line*." -bown abo\e. Many another agency man will rec- 
ognize I he grim gentleman abo\e Herb s drawing board. 

Oilier ollu e slogan- are directed to \isitors: "Come back 
when \ou have a little less time to spare" and "Don't go 



away mad — just go awa\ 

Some of the people who contributed to sponsor's collec- 
tion preferred to remain anonymous. One executive 
recalled this description of the advertising field: "The peo- 
ple aren't much — but vou meet such interesting money!' 
And this consoling thought for the harried executive: "Hap- 
piness can't buy money!" 

The motto on the wall of Joe Lincoln's office at Young 
& Kubicam is a simple one: "Don't let yourself be upset 
by tbe pinpricks of life."' Across the hall, fellow media- 
buyer l\uss \ oung has his own formula: "Ambition hastens 
the way to the grave!" 

The decoration in Dick Keegan's office at Sherman & 
Marquette is one which he finds useful. It's a cartoon from 
This Week, showing a man advising his do»: "Oh. for 




A short report on the quips, mottoes and hright sayings 
which decorate the offices of advertising agencies 



heaven's sake. CHEER UP!'' When a media salesman 
drops in and recites his troubles. Dick merely points to 
the cartoon (reproduced above). The air clears imme- 
diately, says Dick, and the discussion gets clown to facts. 

Much quoted and displayed in advertising agency cir- 
cles these da\s are the words of Lero\ (Satchel) Paige 
(shown above). The promotion department of Collier's 
has been distributing copies of Satch's advice to media men. 

You meet a change of pace, though, when \ou step into 
the office of Dr. Wallace A. Wulfeck. vice president at 
William Esty. Dominating one wall of his dignified quar- 
ters are the framed words of John Stuart .Mill: "\ people 
may prefer a free government . . . but if they are unequal 
to the exertions necessary for preserving it . , . the\ are 
unlikely long to enjoy it. " 



In the office of Red (Edwin) Reynolds. TV director at 
Fletcher 1). Richards, the decor is much less formal. Grin- 
ning from a frame is a photographic portrait of J. Fred 
Muggs. the chimpanzee on .\BC TV s Today. 

George Harrison, account executive at McCann-Erick- 
son. has a chart showing what Harvard men (lie s one I 
are earning at staled periods after graduating. 

Dick Sutherland is now at McCann-Erickson. but at the 
Kudner agency the\ still remember the slogan he had on 
his desk there: '"Kindly restrain your enthusiasm!" 

At CBS. Dave Jacobson. public relation? director tor 
T\ . has a sort of three-dimensional slogan, hanging on 
the wall. It was a gift of Ewing Kranin. who got it in 
Rritish Columbia. The position of Dave's desk puts his 
l Please turn to page 80 1 
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Air experts say some firms ignore air media because— 
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Print is more tangible than air ad- 
vertising. It's easier for client to 
visualize print campaign in advance 
and then merchandise it later. 

It's more trouble to buy spot air 
schedule than one in print. It's 
easier to clear ads for months in 
advance than to buy time weekly. 



3 



4 



Some clients don't know how to use 
air and don't want to spend money 
to find out. Some agencies don't 
have capable air departments. 

Some firms let dealers determine 
their media pattern, especially under 
co-op programs. And dealers tradi- 
tionally use more newspapers. 
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use air media 



Part 13 of SPONSOR'S All-Media Study 
reveals some reasons are baffling 



by Ray La pica 

y on can sell a two-hole privy by 
air. 

And a million-dollar yacht. . . . 

And an island off the coast of 
Maine. . . . 

But Saks Fifth Avenue doesn't think 
\ou can sell women's clothing as well 
by radio and television as by print. 

And Whitman & Son, of Philadel- 
phia, found it difficult to sell candy by 
TV at a profit, so it bowed out. 

And the Lewyt Corp., which spends 
nearly $3.5 million a year on print ad- 
vertising, has trouble interesting its 
distributors in using radio and tele- 
\ ision to sell vacuum cleaners. 

Since radio and TV are two of the 
four major media, win doesn't every- 
body use them? 

How main advertisers don't? 

What are their reasons? 

Are tlicM- reasons valid? 



I hese are some of the questions 
SPONSOR set out to find answers to as 
an important phase of its 20-part All- 
Media Evaluation Study. 

First, a list was needed of major 
advertisers who used neither network 
or spot radio or network or spot TV. 

It turned out nobody had one — 
neither the networks, nor the reps, nor 
the Broadcast Advertising Bureau nor 
the Station Representatives Associa- 
tion. 

So sponsor compiled its own list by 
culling the 13,500 firms listed in Stand- 
ard Advertising Register, National Ad- 
vertising Investments il'lB) and Ex- 
penditures of National Advertisers in 
Newspapers (A\T*A, based on Media 
Records) . 

To eliminate spot users, the names 
were checked against the Executives' 
Badio-TV Sen ice's Spot Radio Report 



SPONSOR'S All-Media Advisory Board 



and the Rorabaugh Report on Spot 
Television Advertising. 

The result: 62 corporations were 
found in the over-$400,000 ad budget 
class which apparently were spending 
no money in either air medium; 137 
were found in the $200,000-to-$400,000 
class. 

SPONSOR mailed a questionnaire to 
the 199 asking them what media they 
used, how much they spent and why 
they were ignoring air, if that were 
the case. 

Thirty answered, a 15% response, 
with 17 stating that they used no air 
media and 13 revealing that they were 
in radio or TV, although there had 
been no record of such activity in the 
references mentioned. 

If these low figures are projected, it 
would indicate that not more than 100 
or so corporations spending over 



George J. Abrams ad director, Block Drug Co., Jersey City 

Vincent R. Bliss execjtivo v,p., Earle Ludgin & Co., Chicago 

Arlyn t. Cole pres.. Mac Wilkins, Cole & Weber, Portland, Ore. 
Dr. Ernest Dichtcr pres., Inst, for Research in Mass Motivations 
Stephens Diet* v. p., Hewitt, Ogilvy, Benson & Mather, New York 
Ben ft. Donaldson ad & sales promotion director, Ford, Dearborn 



Marion Harper Jr. 
Ralph H. Harrington 
Morris L. Hite 
J. Ward Maurer 
Raymond ft. Morgan 
Henry Schachte 



president, McCann-Erickson, Inc., New York 
ad mgr., Gen. Tire & Rubber Co., Akron 
president, Tracy-Locke Co., Dallas 
ad director, Wildroot Co., Buffalo 
pres., Raymond R. Morgan Co., Hollywood 
v.p., Sherman & Marquette, New York 
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$200,000 on national advertising in 
I his country do not now Use radio or 
[(Revision. 

And of these between a fourth and 
a third ate who})} or paith induMiial 
manufacturers anil therefore have no 
products for sale to the ma>s consumer 
public 

How mam advertiser* are there 



MiXT I.SSt'l'U "W hat's wronf! with the 
uir and fiiint measurement services." I'arl 
11 uf sroN>on's .ill-Media Study. 

spending over $200,000 ;i \ear in all 
media? Sal tonal Advertising Invest- 
menls, whirl) exeltnles daily news- 
papers and spot radio ami TV. list* 
593 such advertisers. 



"io complete it* n-sean h, M'o.nsok 
then interviewed some 20 advertisers 
1>} phone to find out what thev were 
using, what thev were spending and 
win thev were staving oil the air. 

The results of this two. pronged *ur- 
vev bv mail and phone were then 
tabulated. The box on this page gives 
( Please turn to p<t&( '(>(> * 



Non-air advertisers: Their agencies, budgets and reasons 





NAME 


PR00UCT 


ADVERTISING AGENCY 


1953 AO BUOGET* 


REASON 


J 


A\IERICA\ CAS CO. 


Cans, containers 


/ itn 11 f* \- r\ it I it mm 

1 U 11 ll£, tv t\ 11 if It till l * 


«•»•••• 

'~ — • » .%r ,f if 


1 iT titl 1 1 f 1 til c/in. 
. t fl piUfltltl III lilt ti til I U 11' 










( I'll! A \ I' A i 


sutner at moment 




AMERICAS CY AS AMID 


Chemicals, dyes 


Iltl7.llrtl A it it r It an & 

1 1 Uvlll 11 i III H l II Jlfl^ 


S.IOO.OOO 


** f* nut II r 1 c mill In fitltfT 
I fCMjfif ij otJi ti 11/ yi uri 




(Cairo Chem. Die.) 








nianulat turers 


:t . 


AMERICAS EXPORT USES 


Travel 


i mi ii i n all n in A* IT nlsh 

'■Kllllllljklllllll W rr 111 Jll 


S.I 03, 000 


\l ill? n" mi's i\~ n Pli'^nn iter s 

^11 UhU.llltJ \V 11' 11 JlJlilK 1 J 










(PI It, ASP A i 


liin/il more truiiir 1 ' 

I'liiiu "i 1 1 1 a ]i i ' . 


*■ • 


AMERICAS GAS ASSS. 


Gas promotion 


ill'l /I 11 ft /* F 1 f - 1' C Ml ' 

ti c 1 4 uii it - tji it i\ sun , 




1 / i\n r/icfJi ti'ti tliniil\' firms 
lUUtUjlll, H r itll p pi t jll 111 S 








Keli'hum \lcLeod 




with TI spots' 








Grove 


8/1.10.000 






AMERICAS HARD Rl BBER 


Ace combs, rubber, 


E. II. Howard, W. L. 


SSI!). SI 1.1 


"Budget limitations" 






plastic products 


Tonne 


( pin ) 




a. 


S. At GST El S A CO. 


Women's clothing 


Hewitt, Ogilvy, Benson 


8300.000 


"f se magazines to baric re- 








& Mather 




tailers u ho use " 


7. 


AMER. SI CAR REFIMSC* 


Sugar 


Ted Bates 


s:ui,:isi i 


"Testing on small srale" 








( A \ PA > 




8. 


BIGELOW-SASFORD CARPET Cornets 


Y oiing A Rubicam 


S(i72.it:t0 


"TV too rostly, never tried 










IPIBt 


radio nationally'' 


SI. 


CI WARD S.S. CO. 


Travel 


Cecil & Presbrey; 


8,16*3,000 


"Can't get one-minute TI 








Kelly, Xason 


H'lB, AS PA) 


spots we want" 


10. 


EAST MAS KODAK- 


Cameras, film 


J. Walter Thompson 


82.3 17.222 


"Seed color; will use rolor 








i PIB. AX PA ) 


TI " 


1 1. 


FLORIDA FASlllOSS 


Women's clothing 


Byrde, Richard & I'oun 


d SI 1 7. SI lit 


"TV loo expensive for re- 










I PIB, AS PA ) 


turn obtained" 


12. 


FREE SEWISG MACHISE 


Seuing machines 


Erwin. W asey 


8<>00.000 


"Spot radio and TV rost too 












murh for return" 


l.'l. 


CORIIAM CO. 


Silverware 


Kenyon <£• Eckhardt 


s:ir,n.siii7. 


"Cost and roverage" ; prefer 










( PIB) 


magazines 


1 1. 


P. 11. II AXES KSITTISG CO. 


Woolen goods 


X. W. Ayer 


8 170.000 


"Budget limitations" 


1.1. 


HARPER & BROS. 3 


Books 


Denhard S: Stewart 


82,11. f«.1 


"Fantastically expensive for 










lASPA ) 


books" 


IG. 


UICKOK MASl FACTL RISC 


Men's accessories 


Kaslor, Farrell, Chesley 


8303. «»2 


"Can't sell men's belts and 








t v Clifford 


(PIB) 


jewelry that way" 


17. 


LAI ORIS CO. 


.Antiseptic 


Addison Lewis 


S2:t i.i.io 


"I sed radio 15-20 years ago; 










(PIB, AS PA) 


not produi tiie" 


lit. 


LEWYT CORP* 


Vacuum cleaners 


Hicks & Greist 


S3, 12.1. OO0 


"Hard to switch distributors 










)SAR) 


from neuspapers" 


1!). 


P. R. MALLORY* 


Electronic, metallurgical 


Ailken-Kyneti 


S2.-,n.G(;r, 


"Would have used TV lo- 






products 






cally but no suitable time" 


20. 


Ml Tl'AL LIFE (S. Y.) 


Insurance 


Benton S: Bowles 


8.100.000 


"Sational campaign too ex- 












pensive" 


21. 


SATIOSAL BOARD OF FIRE 








"So favorable committee ac- 




rSDERlT RITERS 


Insurance 


J. M. Malhes 


.8.100.000 


tion at this time" 


•>•> 


PA. GRADE CRIDE OIL ASSS. 


Oil promotion 


Meldrum & Fewsmilh 


82.10.000 


"Simple matter of dollars" 


23. 


PESS'ZOIL COP 


Oil . 


^Fuller & Smith & Ross 


8 182.000 


"Depends on distributors" 










iSAR) 


24. 


PISE APPLE GROWERS ASS\. 








\o reason riled: use maga- 




OF HAWAII 


Pineapple promotion 


J. Waller Thompson 


81.7.10.000 


zines, posters, trade papers 


2.1. 


Pl'ROLATOR I'RODl CTS~> 


Oil & fuel filters 


J. Waller Thompson 


8 ■■175.000 


"ITe're afraid to star out of 








(SAR) 


TI but must test more" 


2(1. 


RAILWAY EXPRESS AGESCY Express service 


Fuller Smith & Ross; 


8.100.000 


Budget; "against scattering 








Robl. W. Orr 


(PIB) 


our shots" 


27. 


SAKS 577/ AVE. 


Women's clothing , 


J. R. Flanagan 


8230.«I0 


"Haven't had prooi air can 








tpin) 


do a better job" 


28. 


JOIIX B. STETS0S CO. 


Glen's hats 


Kenyon S: Eckhardt 


S25U.525 


"\o nay to find value" 










(Pin. 


20. 


1 . S. PLYWOOD CORP. 


Plywood, doors, glue 


Kenyon S: Eckhardt: 




"Seed color and visual im- 






E. T. Howard: Fuller 




pression' 








& Smith & Ross 


SI. 2.10,000 




30. 


WHIT MAX & SOX 


Candy 


W ard Wheelock 


SI. 000. 000 


TV "too expensive." loo 












hard to rherk results 


81, 


W0RTHISGTOS CORP. 


M^arhinery 


Chirurg 


8700.000 


"Doesn't fit media needs" 



KEY: 'PIB and AMW liEures for 19."i2; S.\R (Standard Advertising KcgMeri »ml 
other Strures for 19.13. U'sine spot ri.Ho announcements in North Carolina. TV 
partlclnatlon programs In Tevas. out of 3T states ^Supplies dealers with TV film 
commercials. ^Harper uses some TV in Los Angeles and San Francisco. 'Spent $73,000 



on radio and TV In I9'>3. will spend $.123,000 
markets). TV 3 market., all co-op. "Nfallory 
this year. 'Spent Sii 000 for TV 1953. 



in I9.'l ^rnder pies to ra Ho i^O 

will spend under * 1.000 on radio TV 




I billion more 
cip of coffee: how 




Since '51 winter coffee drinking is up . 
Reason: There's more between-meals drinking 



Pan-American Coffee Bureau spends 8500,000 
to sell women on taking "coffee break" 



J[ 11 1916 one of the most popular 
hits on the disk jockey programs was 
'"The Coffee Song.'" It was the song 
with the refrain which went ". . . for 
there's lots 'n* lots of coffee in Brazil." 

There was, too, in 1946. In fact. 
Brazil had roughly 400,000 metric 
tons of coffee in government ware- 
houses at that time. 



For the past year another coffee 
song has been heard on the radio. 
One line from this song goes: 

. . . Morning, afternoon, always take 

Time out — time out — time out — 
time out 

Time out for a coffee break! 

People are taking time out for a cof- 
fee break — 19.6' c more this winter 



Pan-American Coffee Bureau is "agent of foreign governments," so ad copy is closely 
watched. Attorney John J. Leighton (left) checks copy with bureau's ad chief, John Burns 
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than in the winter of 1951, to be spe- 
cific. That means more coffee is being 
drunk. And. coincidentally, the Latin 
American countries no longer have a 
coffee surplus: supply and demand 
now are equal. 

Sponsoring the musical invitation 
to "take a coffee break"' is the Pan- 
American Coffee Bureau, an organiza- 
tion supported by 11 coffee-producing 
countries. One of the major aims of 
the bureau is to get people in the 
United States (who drink twice as 
much Latin American coffee as the 
rest of the world combined) to drink 
still more coffee. 

Research convinced the coffee bu- 
reau that between-meals occasions for 
coffee drinking represented the best 
potential new market for coffee. For 
the last year and a half, the aim of 
the bureau's consumer campaign has 
been, basicalh. to sell the idea and 
practice of the "coffee break." 

To this end the bureau currently is 
spending about SI. 5 million a year for 
consumer advertising, one-third of 
which is appropriated to spot radio. 
About SI million goes into general 
consumer magazines. Television, at 
this writing, does not figure in the 
bureau"? market coverage pattern. 

I he coffee bureau is buying color 
pages in such magazines as Life, The 
Saturday Evening Post. Look and 
Collier's. The bureau believes this use 
of print media gives it dominant pene- 
tration of a large national audience to 

SPONSOR 



help establish tin- "eoHVe break." 

For intensive coverage, especially 
in reaching tht* housewife, the bureau 
uses continuing, \ car-' round recorded 
minutes on radio. 

The bureau bu)s uhout KVi .stations 
in .some 91) markets: usually two sta- 
tions per market in "A" markets, mie 
station per market in "IS" markets. In 
its "A" markets, it buys at the rate of 
10 announcements per week; in its '"IF' 
markets, five announcements per week 
are purchased. 

The bureau, although bining inten- 
sive coverage, doesn't start oil In 
nierelv picking the most powerful or 
the clear-channel stations. After Inn- 
ing stations which do a good job of 
covering its primary marketing areas, 
the bureau "fills in" with a number of 
"power" stations. In all it achieves an 
estimated potential coverage of some 
9'2'/ ( of the U. S. population. 

The colTee bureau has established a 
policy of time buying calculated to 
give its ad agency maximum flexibility 
within the market and copy limita- 
tions, according to John A. Burns, the 
bureau's director of advertising. Burns 
reports directly to Bureau Manager 
Charles C. Lindsay. 

Cunningham & Walsh, which han- 
dles the radio advertising, is primarily 
charged with the responsibility of 
recommending not onlv copy treat- 



WHY THE PAN-AMERICAN COFFEE BUREAU USES SPOT RADIO 

I. Radio s[>ot announcements can be bought at 10:00 a.m. and 
3:00 p.m., the natural times for a "coffee break." 

About 135 radio stations in roughly 90 markets reach 
92\ f of everybody in the United States. 

»{. Radio announcements on carefully selected stations pro- 
vide a mass audience at a very economical cost. 



inent but also specifically how the 
chosen media shall he used. The hu- 
leau account is direct!) supervised by 
an agency vice president, William 
Bevdel, who with Account Executive 
Edward F. Franklin works closely with 
the bureau. 

C&W's head of the radio-TV de- 
partment, John sheehan, is in con- 
stant touch with Newman McEvoy, 
media chief, and Mike Membrado, 
timehuyer. 

The audiences delivered and the 
costs thereof are audited at least quar- 
terly. Over an lo-monlh period, al- 
though there have been certain buv? 
unchanged, there lias been virtual!) a 



complete evolution of availabilities 
purchased. 

The Fan-American ColTee Bureau, 
economically as possible, purchases 
primarily a housewife audience during 
two specific da) time periods. '1 he bu- 
reau tries to bin at or near 10:00 a.m. 
and 3.00 p.m. — '"coffee hreak" hours. 
It favors participations if compatible 
with this '■timely copy" to take ad- 
vantage of the "'plus" inherent to local 
personality programing. 

Only full minntes are bought by the 
coffee bureau, since it has a somewhat 
complicated educational message. He- 
corded, the announcements are inlro- 

( Please turn to page f!2) 



COFFEE BREAK IS BIG OFFICE FAD, AS AT MUTUAL LIFE INS. CO. (BELOW). RADIO SPREADS HABIT TO WOMEN AT HOME 
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J-jf^ timebuyer who bu\s close to SI million worth of time 
annually was deluged with telephone rails from reps one 
morning a few weeks ago. They were offering him availa- 
bilities ideally suited for a certain baby food account. 

"I'm sure the\"re great." the timebuyer told them. "But 
our agency dos.-n't have that account." 

The reps answered him disbelieving!}", somewhat an- 
no} ed at him for holding out on them. After lunch that 
same day. the timebuyer r eceived a memo from one of the 
agencv account men: 

"Please stop b) around 3 p.m. Am lunching with new 
client. Healthy Tot Baby Food. We'll talk about their cam- 
paign this afternoon." 

''I'm usuall) the last one to know about a new account." 
this timebuyer told sponsor. "And, as if that weren't bad 
enough, I'm never called in for a strategy conference." 

This timebuyer's complaint is characteristic of the prob- 
lems most commonly cited by 85 respondents to a recent 
*urve\ conducted by SPONSOR among 500 timebuyers 
throughout the country. Many timebuyers pointed out that 
their specialized and professional abilities are rarely used to 
their greatest extent. 

SPONSOR S survey of timebuyers was probably the largest 
such study ever conducted about the time buying field. 
Some 500 names were chosen from the list of 1.700 time- 
buyers in Time Buyers Register, published by Executives' 
Radio-T\ Service. Agencies from every state in the union 
were selected in proportion to the total number of agencies 
in the state. There were small agencies where the buyer is 
al-o a copy writer and/or account executive: regional and 
medium-sized agencies, and the outstanding major agencies. 

The buyers were asked to fill out a one-page question- 
naire and write additional comments on the back. Eighty- 
five timebuyers responded to this survey. All of the 85 
questionnaires returned were carefully filled out and the 
majority of respondents offered additional written com- 
ments. This would seem to indicate that the survey an- 
-wers were made with care — and interest. 

Questions included: age: school and job background: 
marital status and family: salary: expected salary within 
three more years as timebuyer: size of agency at which em- 
ployed: type of work and responsibilities as buyer: ulti- 
mate ambition in the agency or related fields: problems in 
work. Together, the results of SPONSOR S survey constitute 
a factual, detailed job profile of the time buying profession. 

Timebuyers" salaries range from approximately S3, 500 
up to S20.000 a year. However, salaries above S15.000 
usually implied duties beyond straight time buying: for 
example, strateg) planning as radio-TV director. 

The average timebuyer's salarv is $6,275 a year flump- 
ing together returns from men and women regardless of 
size of agency I. Only 17°£ of the 85 respondents fall into 
the S9.000-and-over bracket (see chart at right). Ml but 



THIS WE FIGHT FOR: Point Three in SPONSOR'S 
platform asks full recognition for timebuyers. 

We fight for timebuyer status at 
all advertising agencies dealing with 
air media equal to space buyer status. 

3 



v What they get paid 
v Where they come from 
v How long they hold their jobs 
v Where they want to go 

i§ 

A sponsor study based on 
a survey of 85 timebuyers 
all over the U.S. 
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Education 



Ambition 



Problems 




55% are college graduates 

The percentage of college graduates 
among male timebuyers is 68fr , among 
women 38%. Less than 1% of all time- 
buyers have a degree beyond a 8. A. or 
8.S. Most of them studied business 




Many want to be media chiefs 

8etter than one-fourth of all time- 
buyers want to become media direc- 
tors. The majority want to advance 
in some phase of agency wort, others 
in station management or other fields 




Chief problem: no "inside" info 

More information about client aims 
and needs is major need, say time- 
buyers. Other problems listed: lack 
of adequate research tools, little 
time between planning and buying 



two of the 14 timebuyers who're in this S9.000-and-over 
categon work for top 10 or other major advertising agen- 
cies. The two who do not work for major agencies have 
functions in addition to time bujing. (One. earning be- 
tween $9,000 and $10,000 a year, is also an account ex- 
ecutive at his agency — which, incidentally, has under 10 
employees. The other, a woman earning between $12,000 
and $14,000 a year at a medium-sized agency, is also media 
director in charge of the department.) 

The majority of male timebuyers who responded to the 
questionnaire are employed by medium-sized agencies, 
whereas the largest number of women respondents are w ith 
small agencies. 

The survey indicates that timebuyer salaries at small 
agencies or agencies with fewer than 10 employees have a 
$7,000 ceiling: that better than GO^c of timebuyers work- 
ing for small agencies earn $5,000 or less. The average 
salary of timebuyers working at either the top 10 or else at 
major agencies is $7,790, or $1,500 more than the average 
for all timebuyers. 

"We just don't get paid what our job is worth," re- 
marked the head timebuyer of a major West Coast agency. 
"But it's no wonder.'' he said. "Look at all the women in 
the field.'' 

How do men's and women's paychecks compare? 

The averaae male timehuver earns $7,400 a vear: the 
average lady timebuyer makes some 331 less, or $5,540. 
However, in time buying as in a number of comparable 
fields, the average male employee has more family respon- 
sibilities than his female counterpart. Some 66 r < of male 
timebuyers are married; 43 r r of them have children. The 
average one of these "43 percenters" has two children to 
support on his average $7,400 income. 

The average lady timebuyer is older than her male col- 
leagues — an average 33.7 years old compared w ith the aver- 
age male timebuyers 31.7. Only 43T of the lady time- 

16 NOVEMBER 1953 



buyers are married, and slightly over half of these have 
children. The average mother among timebuyers has 1.8 
children. 

("Status of Women in the United States," a detailed 
study released by the Women's Bureau of the L'. S. Depart- 
ment of Labor on 2 November, shows that the average pay- 
check of a lady employee is 44^r of that received by the 
average working man — or a greater difference than exists 
(I'lease turn to page 66) 

Chart breaks down annual timebuyer 
income by sex and by size of ayency 



AMOUNT EARNED ANNU 



LLY NUMBER OF MEN' 



NUMBER OF WOMEN 



Under $3,000 . . 






f 


(c) 


$3,-1,000 .... 


* 


(a, b, c, e) 


ft 


(a, 3c, Id, c) 


$1,-5,000 .... 


T 


(a, 1), 3c, 2p) 


U 


(b, 3c, Id. c) 


$5,-G,000 .... 


. 11 


(2a, 4b. 4c, d) 


n 


ia, 2c, d. 2el 


86,-7,000 .... 


. 10 


(b, 4c. 3d, 2e) 


t 


(a, 2d, p) 


S7,-«.000 .... 


. « 


(a. 7c) 


2 


(2a) 


S«,-.9,000 .... 










S9.-J0.000 . . . 


2 


(hi, e=) 


2 


(a. b) 


$10.-12,000 . . 


ii 


(2a 1 , 3b 1 - 3 ) 






812,-1 1,000 . . 


1 




2 


(bi c 3 ) 


Over $1 1.000 . . 


2 








Total . 


. 50 









'Chart shows number of timebuyers out of 85 respondents who fall 
into each salary bracket listed at left. Letters in parentheses refer 
to size of agency at which each respondent is employed. Where a 
number precedes a letter, e.g. 3c, it means that three timebuyers 
earning a particular salary come from a c-size agency. Letter a means 
agency is top 10; b, major, but not top 10; c, medium; d, small; e, 
under 10 people. OTHER NOTES: 'head buyer; ^account executive; 
3 media director; ^client contact; p radio-TV director. 
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What Starch has discovered about TV commercials 



l 



THE AUDIENCE OF A NETWORK TV SHOW IS NOT THE AUDIENCE FOR ITS COMMER- 
CIALS, DANIEL STARCH & STAFF STATE AS RESULT OF SIX-MONTH TV STUDY, SOME 
66% OF VIEWERS RECALL AT LEAST ONE OF SHOW'S COMMERCIALS, STARCH FOUND, 



2 



3 



SOME COMMERCIALS IN NET VIDEO ARE BETTER THAN OTHERS AT HOLDING THE 
ATTENTION OF PROGRAM VIEWERS, OR AT GETTING ACROSS SALES POINTS, THE 
RANGE OF COMMERCIAL NOTING CAN BE AS HIGH AS 66%, OR AS LOW AS 15%, 



STARCH MAKES NO CLAIM TO MAGICAL MEDIA-BUYING FORMULA WITH HIS LATEST 
TV FIGURES. PRIMARY USEFULNESS OF CHECKUPS IN WHICH VIEWERS ARE ASKED 
TO "PLAY BACK" TV SALES POINTS, STARCH FEELS, IS IN IMPROVING TV COPY. 



Will Starch's new TV notin 

upset buying strategy? 

One-third of average network TV show's viewers don't recall any of the 
sales points made, don't see any of show's commercials, says Starch 




^Advertising geiger counters clicked 
furiously late last month: 

"41% of Viewers Note Commercials 
— Starch" headlined a leading broad- 
cast news weekly. 

"Really shows us what our clients 
get for their TV money," said an ac- 
count executive of a New York agency. 

"Ridiculous! Media-wise, it proves 
nothing," snorted a TV research ex- 



pert at one of the major video webs. 

The radioactive center of the con- 
troversy — which is still going on — was 
a set of TV commercial "noting" fig- 
ures prepared by Daniel Starch & Staff, 
a research firm widely known for mag- 
azine readership and. more recently, 
TV checkups. 

Starch's TV director. Jack Boyle, 
took the wraps off the findings at a 



workshop session of the Radio & Tele- 
vision Executives Society on 22 Octo- 
ber. Certainly, the figures seemed to 
be explosive: 

• 41% of the viewers of the aver- 
age nighttime network TV show, Boyle 
reported, see any given commercial 
within that program, compared with 
a "noting" average of 40% for maga- 
zine color page ads. 
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• This TV "noting"' figure went 
down to l. r >'( at worst and up to 66' r 
at best, meaning thai a third of the 
audience is missing the be^t TV not- 
work commercials. Boyle added. 

• 66' J of a program's viewers do 
sec at least one commercial in the av- 
erage TV show (as contrasted with the 
■W'< who see any specific commer- 
cial). Hut that leaves at least a third 
of the program viewers who weren't 
recalling any TV network commercials 
on the average, Bovle contended. Two 
out of 10 forget them at best. The 
range: 55 r ? to 79 r <' . 

Almost overnight, these figures were 
being quoted in conference rooms and 
restaurants from Madison Avenue to 
Sunset Boulevard. The reason was un- 
derstandable. In the Klieg-lighted 
world of big-time TV. everyone is so 
cost conscious that any study of 
TV's advertising effectiveness is soon 
pounced on. hashed up and then re- 
hashed. 

Once the dust settled, however, ad- 
men began to wonder. Is TV no more 
effective in holding commercial view- 
ers than magazines are in holding ad 
readers? Are Starch's TV "noting"' 
figures the basis for future media buy- 
ing, particularly in choices between TV 
and magazines? Do the Starch figures 
explode the "captive audience" theory 
that a large majority of the viewers of 
a TV show also see all the commer- 
cials? Do TV commercials, even those 
concocted by the best agencies, need 
drastic overhauling? 

Most of the questions, however, 
boiled down to this: What do the 
Starch TV figures really prove? 

Realizing that the Starch TV study 
— and pos.-ible future Starch studies 
of a similar nature conducted on radio 
commercials — will be a hot topic for 
months to come, SPONSOR sought the 
answer from several sources for the 
benefit of broadcast admen. 

A sroxsoR editor interviewed 
Starch's Jack Boyle on two occasions 
following the initial release of the re- 
search firm's TV figures, discussing 
everything from the implication of the 
findings to the methods by which they 
were compiled. 

Other interviews were held with a 
number of agency research chiefs, some 
of whom are planning to buv Starch 
TV studies. And finally sponsor talked 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 



research 




with the T\ research executives of the 
two top video networks, who arc nat- 
urally concerned with any studv of 
1 V's commercial impact. 

In the course of lh<*se di^-u— < i<nis 
and interviews, several answers to the 
question of what the Stan h TV studv 
really proves were cited. In highlight 
form, tiu'\ shaped up something like 
this: 

1. Most admen agree that the Starch 
stud) is probably the final piece of 
evidence which will condemn to obliv- 
ion the glib theory that all the T\ 
viewers who watch a given TV show 
see— and remember all the commer- 
cials in the program. No longer are 
network TV salesmen likely therefore 
to make pitches in which magazine au- 
diences, derived from Starch reader- 
ship figures measured against circula- 
tion, are compared directly with gross 
audience figures based on program rat- 
ings. 

2. On the other hand the Starch 
study, result of a six-inonth series of 
phone checkups on some 5,000 pro- 
gram viewers in various markets, is 
not likely to cause an overnight revo- 
lution in media buying. The differ- 
ences between the techniques used in 
the Starch magazine and TV research 
(see box at right) rule out any direct 
media comparisons. Starch, inciden- 
tally, was the first to agree with this. 

3. Starch's figures, in many ways, 
aren't as drastic as they seem. For one 
thing, they are a measurement of how- 
well a commercial is remembered with- 
in an hour after a network TV show 
— they re not an impersonal measure- 
ment of whether a viewer has actuallv 
seen (and perhaps later forgotten he 
saiv) a commercial. 

For another, network researchers feel 
that the comparison cited by Starch's 
Jack Boyle between the ''noting*' fig- 
ures for TV and magazines is a mis- 
leading one. Their reasoning: Color 
page ads have an average noting of 
40 r J in national magazines. Any spe- 
cific commercial in a TV show , accord- 
ing to Starch, has a noting figure of 
41^. Are these comparable? No, say 
the network TV proponents, because 
the amount of time spent to read the 
average color page ad is much closer 
to the time spent in viewing any sin- 
gle program commercial among several 
in a show. The comparison, network 
admen feel, should be between the 
40*^ figure for magazines and the 
66^ "noting one or more commer- 
(Please turn to page 106 I 



HOW DANIEL STARCH 
DETERMINES TV NOTING 

Interviewing is done via 
phone calls during the hour 
following live net work TV 
telecast. Market list is 
determined by client, can 
be as little as one, or as 
high as 30 cities, Usual 
target is 200 interviews 
by Starch researchers with 
viewers who have actually 
seen the show. Respondents 
are asked to "play back" the 
sales points made during a 
show's commercials, Answers 
are broken down qualitatively, 



WHAT ADMEN SAY ABOUT 
STARCH TV APPROACH 

Veteran researchers and 
leading admen feel that 
Starch TV noting figures 
cannot be used to make 
direct comparison-s and 
cost-per-1,000 measurements 
between air and print ads. 
Reason; research techniques 
are similar in Starch TV 
and mag studies, but by no 
means identical, Thus 
print noting and TV recall 
figures are not comparable, 
do not give new "yardstick." 
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MAGES PLANS STORE OPENINGS TO COINCIDE WITH NIGHT OF TV SHOW, TELECASTS REMOTE INTERVIEWS FROM STORE 




sips sales $2 mi 
years for (littoo 
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Mages' S200.000 TV budget helps sell entire family on sporting goods 



$g randnia's a fishing enthusiast. Pop 
likes his weekend game of golf. Mom 
goes in for picnics. And Junior's sold 
on am sport, from baseball to ping 
pong. 

This philosophy — '"there's a sport 
for every one"' — has contributed more 
than any other single faetor to the 
sin cc*- of Chicago's Mages Stores for 
Sport, probably the largest sporting 
goods retailer in the Midwest. 

Mages was a pioneer in the use of 
tele\ ision by a sports store because it 
belie\ed TV's ability to reach all 
t\pc:- of people would create new c us- 
tomers for its goods. l*re\iousl\ it was 
one of the few sporting goods firms to 
use radio programing. Its experiment- 
have paid off. 

Today, two years after its T\ debut 
and four years after its first radio ven- 
ture. Mages lias expanded from three 
to -e\en store- in the Chicago area. It 
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has jumped from S3 million to $5 
million in annual sales volume during 
the two years on television. Mages now 
allocates over two-thirds of its $300,- 
000 annual ad budget to television, 
puts about 10', in radio, the rest in 
print media. 

This year's budget represents a 50 r ? 
increase over 1952. Next y ear it again 
plans to up its over-all budget, con- 
tinuing its heavy use of air media. 

In general retail sportswear outfits 
are reluctant to use air media except 
for sponsorship of specific sporting 
events, such as tennis matches. The 
Mages stores" approach can provide 
\aluablc tips on bow to make the best 
use of radio and TV for others in the 
sporting goods line. 



Illlllllllllllllllillllllllllllllllllllll 

case history 

illllll 



Mages two air vehicles — Mages 
Playhouse on television and Sporting 
Highlights on radio — were chosen by 
the sponsor and his agency. Malcolm- 
Howard Advertising. Chicago, because 
both shows had the broadest possible 
audience appeal. Mages Playhouse, 
televised over WGVTV. Chicago, pre- 
sents one feature film on Mondays 
starting at 10:00 p.m. and one on 
Tbursda\s. beginning at 11:00 p.m. 
Sporting Highlights, a 15-minute after- 
noon d.j and sports show, is aired 
ac ross-the-board over WIND, Chicago. 

Mages had these basic problems to 
solve before lining up its TV schedule: 

1. If it sponsored a sports show 
with a definite appeal to the sports 
enthusiast, it would probably be selling 
to the man with the higher-than-aver- 
age interest in sporting equipment. By 
the same token it would be limiting its 
{Please turn to page 104) 
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Radio network auto billings in 'S3 are triple '52; TV billings are double 

NETWORK RADiO AUTOMOBILE BILLINGS: '49-'53' NETWORK TV AUTOMOBILE BILLINGS: '49-'53* 



Jan-Dec. 1949 S3.887.760 Jan.-Dec. 1919 81,108.216 

Jan.-Dec. 1950 $2,374,080 Jan.-Dec. 1950 S 1.0 13.656 

Jan.-Dec. 1951 $1,593,072 Jan.-Dec. 1951 S7 52 1.202 

Jan.-Dec. 1952 $2,110,970 Jan.-Dec. 1952 $10,251,933 

(Jatt^Aufi. I&52 $IJ)it:i,l2:i , .friu.-yliir;. f»52 S >,772.«:M 

If mii. -/i iir/. f?i.i;i sn 3 2iih772 l.f«n.-/inf/. H>r>:t siimhl27Js 

SOURCE: I'll! ftcurri rvpretpnllni! crnn lime c<«t« only litis '50 TV llituns w itttriut l>TN 




s on tk air 



Behind increased air activity are important 
industry trends. Here's the full story 



Ity Alfred J. Jaffe 



m lot <>f advertisers are clamoring Share (percent) of new ear market by auto manufacturers 



to get into network TV and nobody — 
but nobody — is banging harder on the 
gates than the auto industry. 

Scratch an auto firm that's a non- 
user of network T\ and one will get 
you two that underneath is a heart 
beating madh for the glamor of video. 

I hose T\ eager-beavers make an im- 
pressive list. True, their interest may 
flag on occasion but. for the most part, 
it's because the nighttime situation is 
tighter than a stubborn clam. CHS 
and \HC just haven t got a half hour 
to sell and there's a long, anxious queue 
of sponsors rubbing their hands in an- 
ticipation of the first program casual- 
lies. W ith its new shows A15C has put 
together a sponsored lineup in jig time 
this fall and. while the web has time to 
sell, the available slots are opposite the 
top-rated programs. 

Pake a look at those auto-makers on 
the outside pressing their noses against 
netw ork TV's w indow pane. Thev make 
an even half dozen: Plymouth. Dodge, 
Studebaker. Oldsmobile. \ash and 
Packard. Some of the sextet las well 
as other auto firms) want to squeeze 
(Article continued next page I 



COMPANY 


1936 


1941 


1947 


1949 


1950 


1951 


1952 


Ruiek 


1.72 


3.27 


7.77 


7.70 


3. 17 


7.7.7 


7. 17 


Cadillac 


.:tr» 


1.61 


i. an 


1.(17 


I. (11 


1.02 


2.12 


Chevrolet 


27.33 


23..70 


20.23 


21.32 


22.1.7 


21.011 


20. .70 


Oldsmobile 


...2 1 


a. tit 


.i.nn 


.7 . .7 7 


.i.nn 


.7. 10 


.7.2 1 


I'ontiac 


.7.0 1 


7.67 


c.r>2 


6.63 


a.nn 


n.nn 


6. 10 


/ILL General Motors 


13.00 


17. .12 


n.no 


12.30 


1.1. 33 


12. till 


11.73 


Ford 


2 i.nn 


I 6. 1 1 


lfi.lt 2 


1(1.(17 


ln.ut 


17.01 


17.(12 


Lincoln 


. i« 


..70 


.7 a 


.7« 


..-» i 


..71 


.70 


Mercury 




2. lit 


3.. 71 


3.36 


.7.03 


I. (11 


1.17 


/ILL Ford 


22. 1.1 


13.33 


2 1. on 


2 I. Ill 


2 -LOO 


22. Id 


22. 7 n 


Chrysler 


1.72 


3.33 


2.07 


2.70 


2.30 


2.0.7 


2.72 


l)e Soto 


i.;i2 


2.14 


2.:w 


2.1 I 


1.B2 


2.23 


2.21 


Dodge 


7.30 


.7.73 


6.62 


.7. (1 .7 


1.7 1 


.7.00 


.7.03 


Plymouth 


1 1.63 


12.12 


0.37 


io.ni 


3.0.7 


10.72 


10. 12 


/ILL Chrysler 


2.7.02 


21.17 


21.76 


21. 10 


17. 00 


21.30 


21.23 


Kaiser* 






l.7« 


1.20 


1.3.7 


1.03 


.00 


Henry J. 










.23 


1.02 


.an 


Hudson 


Ml 


I. '.Hi 


2.63 


2.«.7 


2.12 


1.01 


i.nn 


Xash 


.7!) 


2.0!) 


3.2.7 


2. no 


2.7« 


2.77 


3. 13 


Packard 


2.02 


! .117 


I. .11 


2.02 


I. in 


1.32 


1.60 


Studebaker 


i.nn 


3.07 


11.22 


1.12 


1.2 1 


■1.06 


3.30 


ff'illys* 


.:in 


..70 


.71 


.r,n 


..7 1 


..71 


.00 


/ILL Independents 


.11.77 




Hi. 11 


J3..78 


12.12 


12.62 


i:i..m 



'Kxcluil ng Krj/cr SOURCE: Automotive S>«* Alauna s is comp le.1 by It I. A C *K» ser. W.. r* nnirf 
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GENERAL MOTORS 

Active institutional ait advertiser, GM uses 
Henry J. Taylor news on ABC Radio Monday 
nights 8:00-8:15. 'Production cost $750. (Pack- 
ard, also on ABC, uses saturation news package) 




POSTIAC 

Newest of car salesmen on TV, Dave Sarroway 
will push Pontiacs during upcoming competitive 
auto battle. "Dave Sarroway Show" is seen Fri- 
day nights on NBC. 'Production cost: $25,000 




UNCOLN'MERCVRY 

Ed Sullivan's tours are popular with Lincoln* 
Mercury dealers. He is shown above during one 
of them. His "Toast of the Town" on CBS TV is 
top-rated auto show. 'Production cost: $30,000 




m 



CHEVROLET 

Sales leader of the auto industry, Chevrolet uses 
Dinah Shore on NBC Radio and TV twice a 
week, though in different slots. She is now in 
her third season. 'Production cost: $28,000 




KAISER 

Wm, H. Weintraub Co., agency for Kai^ 
Henry J cars, considers "Lowell Thomas 
News" on CBS Radio "one of the keystor 
Its ad strategy. 'Production cosr 



ST' 



RUICK 

Now on one of the largest TV network] 
"Buick-Berle Show" replaces the abortive 
Circus Hour" of last season. The newj 
is c_o-qp venture. 'Production cost: $] 



■I'riKlurthm coils are 'weekly, taken from SsPONSOll's CompiriKraphK 'Wliere show Is on ra<lto and TV. combined oosls are given. 



into T\ for new car announcement 
blast;- and then gel out. but for the 
most part the net thinking is long term. 

This eagerness to get into TV is 
symptomatic of important trends in air 
advertising as well as a crucial transi- 
tion in the nature of the postwar auto 
business. In this article sponsor will 
111 cover these trends; (2) describe 
the reasons for them; (3) delve into 
what is happening in the auto busi- 
ness, and ill show what e\ery auto 
manufacturer (together with their deal- 
er.- I are doing in radio and T\ . 

In the fi r— I place, there is clear-cut 
evidence of an increased interest in 
both TV and radio. The fact that a 

IILJIIIIIIIIIIIIIIJIIIiJIIIIIi 

round-up 



number of auto makers haven't been 
able to get what they want on network 
1 V hasn't kept down auto billings. For 
the first eight months of this year, 
gross time billings of auto manufac- 
turers were more than double the com- 
parable 1952 figure, according to Pub- 
lishers Information Bureau. The fig- 
ures are: 1953, 811,884,278; 1952, 
85.772.834. 

And that isn't the whole story. PIB 
figures show that auto makers spent 
nearly as much during the last four 
months of last }ear as during the first 
eight months of the }ear. If the same 
pattern is followed gross TV network 
time billings for 1953 will top 822 
million. 

Radio network time figure? nail 
down e\en harder the trend to use of 
the air amon»; car makers. PlB shows 



year's first eight 



billings for this 
months are actually triple what the 
auto industry spent during the corre- 
sponding period last year. (And these 
figures, like those for TV. are for pas- 
senger auto advertising only.) The 
1953 figure is $3,240,772, while the 
1952 figure is $1,083,423. As in the 
case of network TV. if the 1952 pat- 
tern of spending is repeated the 12- 
month figure for auto advertising will 
be twice that of the first eight months. 

Radio and TV spot spending for 
autos is not an eas\ figure to gauge. 
You can't talk about radio and TV spot 
without talking about what the deal- 
ers are doing. While there will always 
be auto dealers who complain that the 
factor) dominates the advertising pic- 
ture, the fact remains that in no other 
indu-try does the retailer figure so im- 
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» network show, "Medallion Theatre" on 
telli all four Chrysler Corp. cars. Usual- 
car gets one show. Above, Henry Fon- 
»n on show. 'Production cost: $27,500 




OLDSIIOIIILF 

"Doug Edwards and the News" sells Oldsmobile 
three times a week on CBS TV. Network lineup 
is being expanded because of difficulty in slot- 
ting another show. 'Production cost: $13,000 




WILLYS 



Prestige programing for baby among autos con- 
tinues with N. Y. Philharmonic-Symphony on 
CBS Radio. Air activity is low following mer- 
ger with Kaiser. 'Production cost: $25,000 




SOTO-FLY MOUTH 

jeho Marx's "You Bet Your Life" is one of 
»t broadcasting properties in the auto 
lets. It is on NBC Radio and TV, but on 
?«"nt days. 'Production cost: $26,000 




GENERAL MOTORS 

Sponsor of the National Collegiate Athletic 
Association grid games on NBC TV. GM splits 
commercials among all five passenger cars plus 
other products. GM also bought station breaks 




■'Ta'MM'Jj'M'J'] H.'J-. 



FORD 

"Ford Theatre," sponsored by Ford Dealers of 
America, uses offbeat commercial delivery of 
Dr. Roy K. Marshall, who simplifies technical 
aspects of Ford car. 'Production cost: $23,000 



portantly in over-all advertising policy 
and activity. It can safely be said that 
while the final decisions on advertis- 
ing policy may not always be his, at 
least his attitudes are taken into ac- 
count. 

The reason, of course, is that the 
auto dealer holds an exclusive retail 
franchise. However, there is no com- 
mon pattern of dealer-factory relation- 
ships. In some cases the dealers are 
organized for local and national adver- 
tising activity and in some cases they 
aren't. But. whatever the case may be, 
the dealer and factory advertising set- 
up is fantastically complex. Even a 
word like '"co-op" does not have the 
same meaning among all auto firms. 
It may mean factory spending of ad- 
vertising funds, it may mean spending 
by local dealer groups, or it may mean 
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what it sounds like: local spending 
from a fund to which both factory and 
dealer have contributed. 

In view of all this, SPONSOR had no 
easy time tracking down the facts 
about radio and TV spot activity. How- 
ever, its survey of all the auto firms 
and their agencies brought out this: 

Both factory and dealer are in an 
upbeat frame of mind about radio 
spot. Now that radio has weathered 
its ''time of troubles" brought on by 
TV. advertisers and agencies tend to 
look at the medium with clearer eyes, 
assessing its usefulness with less emo- 
tion. Dealers buy radio because it is a 
low-cost m^ss coverage medium. Be- 
cause it is cheap it more often than 
not gets the nod over TV. 

Dealer and factory have been buy- 
ing more spot radio because of its se- 



lectivity, also. In the advertising lexi- 
con that means auto radio. The auto 
driver is ob\iously one of the best 
prospects for those who make and sell 
cars. And the timebu\er knows he can 
best be reached ll during the early 
weekday morning. i2) during the late 
weekday afternoon and (3) during 
weekend afternoons. The high auto 
listening during these period- has been 
established b\ Nielsen Coverage Serv- 
ice studies as well as those by Broad- 
cast Advertising Bureau. 

Pinpointing the auto radio is not 
new. It ? been especially popular for 
\ ears in the nation's auto capital — 
Detroit. And the bu\er who seeks to 
reach the auto radio public cannot know 
for sure how much his rating ha* been 
increased by auto listening. But the 
I Please turn to page 94) 
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CLEANING WAX 



HOMES 



I 



SPONSOR : E. L. Bru„e Co. AGENCY: Cliri-tian-en Adv. 

CAPSULE CASE IIISTOM : The E. L Bruce Co., makers 
of Bruce Cleaning Wax, sponsored Mildred Carlson's 
Home Forum show over WBZ, Boston, and WBZA, 
Springfield, jor a few months before deciding in test its 
pull. In two announcements the company offered free 
samples of the wax to those writing in for them. Within 
less than a week a total of 4,080 requests for the sample 
had been counted. Total cost of the two announcements: 
S142.50. The show is aired daily, 9:30-9:45 a.m. 



WBZ, Boston 
WBZA, Springfield 



PROGRAM: Home Forum 



mm 



results 
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CORIUIC2 PLANS 



SPONSOR: Hoffman Hornet AGENCY: Dim 

CAPSLLE CASE HISTORY; KRIZ put Hoffman Hons 
out of business — temporarily — in the Phoenix area. Hi{- 
rnan bought 65 announcements weekly last spring. Cost>f 
the announcements: §150 weekly. In less tlian five wets 
Hoffman luid sold a total of 337 homes ranging fnn 
$9,000 to $12,000 apiece, had to cancel the schedule i«- 
cause it was completely sold out. According to Ji 
Woodhams. Hoffman ad manager, the KRIZ campaii 
"materially facilitated" the sale of the 337 homes. 

KRIZ, Phoenix PROGRAM: Annoiincemej 



STORE SALE 



SPONSOR: Levine's Dept. Store AGENCY: Din 

CAPSLLE CASE HISTORY: Levine's Department Stou 
in Alice, Tex., had its annual sales event corning up ai* 
had to choose between newspapers ami radio because 
a limited budget. Radio was chosen because of its low 
cost-per- 1,000. The store signed for a schedule of i\ 
announcements over KBKl during two days. Accordii 
to John Minor, manager oj Levine's, police had to it 
called in to handle the traffic on the day of the sale, ai 
the doors had to be closed repeatedly to keep people oi 
Cost of the announcements: $97.50. 



KBKI, Alice, Tex. 



PROGRAM: Announcemer 



PREPARED MIXES 



SPONSOR: McKnipht Hardware AGENCY: Norman Bark 

CAPSULE CASE HISTORY: On the very first Home 

Craftsman of the Air show for McK night Hardware the 
sponsor offered listeners free plans for making window 
cornices. Immediately after the end of the five-minute 
show (aired Saturdays at 12:45 p.m.). the station was 
swamped with calls requesting the plans. The switch- 
board operator was recalled to duty, and she registered 
a total of 163 calls that afternoon. The Monday mail 
brought 151 cards requesting the plans. The show costs 
the sponsor S42.75 weekly. 



WjAS, Pittsburgh 



PR OCR \ M: Home Craft .man 
of the Air 



HOT WATER HEATERS 



SPONSOR: N. Horowitz & Son- \GENCY: Cox & Tatiz 

CAPSULE CASE HISTORY: A special promotion of 

Perrnaglas Hot Water Heaters began 6 July on the 
Famous Voices show over WIP (aired Monday through 
Thursday, 9:15-10:00 a.m.). Price of the heaters was 
$99.50. In less than half an hour the sponsor received 
a call from his Philadelphia distributor. "Our sivitch- 
board has been swamped with calls from 17 Philadelphia 
retailers.'' he said. "The price quoted should have been 
$99.95, they all told me. not $99.50!" /'.>'.: During that 
same week, 1!> Permaglns heater* were sold as a direct 
result of the radio advertising at $99.95 apiece. Cost 
of the week's programs jor Perrnaglas: $90. 

VUP, Philadelphia PROCR \\\: Famoti- \okv- 



SPONSOR: Martha White Mills AGENCY: Noble-Du 

CAPSLLE CASE HISTORY: This sponsor offered IK 
a week on 43 radio stations carrying Martha Whi 
Biscuit Time for the best recipe using self-rising flour ( 
corn meal. The mail return for the first two montl 
showed that WSM drew more mail than the other 4 
stations combined: 65% of the total mail received. 77. 
WSM mail came from 15 states, the sponsor report 
The program is heard over WSM across-the-board froi 
5:45 to 6:00 a.m., costs $198.15 weekly. 



WSM, Nashville 



PROGRAM: Martha Whit 
Biscuit Tim 




SPONSOR: Wilmark Insurance Co. AGENCY: DireC 

CAPSLLE CASE HISTORY : The Drew Pearson Shov 
was bringing in more calls than the sales departnien 
could handle for the Wilmark Insurance Co., so tlu 
sponsor dropped the show after the 13-week period K». 
over. At the end of Wilmark' s last broadcast over WSAl 
the above facts were stated in a minute announcement 
in which it was mentioned that the program was availabh 
for sponsorship. The next day, 14 interested advertiser^ 
contacted WSAl. The show is now sponsored for 5£ 
weeks by the Brotherhood of Railway Clerks. Cost o) 
each weekly 15-rninute program is S125. 



\\ s \I. Cincinnati 



PROGRAM: Drew Pearson 



Some people are born leaders 




...like WCAU, Philadelphia 



TELEVISION — National spat advertisers place 24% RADIO— National and local sponsors advertise with 

mare program segments with WCAU-Televisian than greater frequency and spend mare money an 

with Station B, 38% mare than with Station C. WCAU-Radia than on any other Philadelphia station. 

Source? upon request 

The Philadelphia Bulletin Radio and TV Stations • CBS Affiliates • Represented by CBS Radio and Television Spot Sales 
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f. iVeio construction permits* 



CITY & STATE 



AIKEN, S. C. 
HARTFORD, CONN. 
LA CROSSE, WIS. 
PHILADELPHIA, PA. 
SAGINAW, MICH. 



CALL 
LETTERS 



CHANNEL 
NO. 



WAKN-TV 
WONS-TV 
WKBH-TV 
WIBG-TV 



54 

18 
8 
23 
51 



DATE OF 
GRANT 



ON-AIR 
TARGET 



POWER (KW)' 



VISUAL | AURAL 



STATIONS 
ON AIR 



SETS IN 
MARKETf 
(000) 



LICENSEE & MANAGER 



21 Oct. 
21 Oct. 
28 Oct. 
21 Oct. 
28 Oct. 



17 

209 

100 

1,000 

26 



9 

112 
50 
501 
13 



0 

0 
0 
3 
1 



NFA 
NFA 
NFA 
1,700 VHF 
46 UHF 



Aiken Electronics Adv. 
Corp. 

General -Times TV Corp. 
WKBH TV inc. 
Dally News TV Co, 
Booth Radio & TV Stns. 



RADII 
REPI 



H-R Ret, 
Taylor 
Radio Ri 



Ml. New stations on air* 





CALL 
LETTERS 


CHANNEL 
NO. 


ON-AIR 
DATE 


POWER 


(KW)" 


NET 
AFFILIATION 


STNS. 
ON AIR 


SETS IN 




W 


CITY 4. STATE 


VISUAL 


AURAL 


MARKETt 
(000) 


LICENSEE L MANAGER 


REP 


BUTTE, MONT. 


KOPR-TV 




4 


1 


Sept. 


18 


8 


ABC, CBS 


2 




NFA 


Copper Bcstg. Co. 
Ed Cooney 


Holllngb' 


BUTTE, MONT. 


KXLF-TV 




6 


1 


Sept. 


2 


1 


NBC, DuM 


2 




NFA 


TV Montana 
Jim Manning 


Walker 


CHAMPAIGN, ILL. 


WCIA 




3 


7 


Nov. 


25 


15 




1 




NFA 


Midwest TV Inc. 


H ollingbii 












H arry Y . M aynard 




COLUMBIA, S. C. 


WIS-TV 




10 


7 


Nov. 


106 


53 


NBC 


3 


53 


VHF 


WIS-TV Corp. 
G. Richard Shafto 


Free & 
Peters 


COLUMBUS, GA. 


WDAK-TV 


28 


6 


Oct. 


5 


3 


ABC, NBC 


1 


12 


UHF 


TV Columbus 
Roy E. Martin 


Headley- 
Reed T 


DAYTON, OHIO 


WIFE-TV 




22 


26 


Oct. 


12 


7 




3 


300 


VHF 


Skyland Bcstg. Corp. 
Ronald B. Woodyard 


Headley- 
Reed T- 


ELMIRA, N. Y. 


WECT 




18 


29 


Sept. 


5 


3 


NBC 


1 


15 


UHF 


El-Cor TV 


Everett- 






















Walter A. Valerius 


McKin 


HARRISONBURG, VA. 


WSVA-TV 


3 


10 


Oct. 


8 


4 


CBS, NBC 


1 




NFA 


Shenandoah Valley Bcstg. Devney 1 






















Corp.— Frederick L. Allman 


KEARNEY-HOLDREGE, 


KHOL-TV 




13 


13 


Nov. 


56 


30 


CBS, DuM 


1 


20 


VHF 


Bi -States Co. 


Meeker 


NEB. 






















Duane L. Watts 




LAKE CHARLES, LA. 


KTAG-TV 




25 


1 


Nov. 


1 


0.6 




1 




NFA 


KTAG-TV Inc. 


Adam Yo1 


NEW ORLEANS, LA. 


WJMR-TV 


61 


1 


Nov. 


50 


25 


DuM 


2 


210 


VHF 


Supreme Bcstg. 
James E. Gordon 


Boiling 


ROCHESTER, N. Y. 


WVET-TV* 


10 


1 


Nov. 


20 


10 


ABC, CBS 


3 


190 


VHF 


Veterans Bcstg. 
E. F. Lyke 


Boiling | 


ROCHESTER, N. Y. 


WHEC-TV* 


10 


1 


Nov. 


20 


10 


ABC, CBS 


3 


190 


VHF 


WHEC Int. 


Everett- 
McKlm 


SPRINGFIELD, MO. 


KYTV 




3 


15 


Oct. 


12 


6 


ABC, NBC 


2 


29 


vhf' 


Springfield TV 


Holllngb* 


















J. G. Wardell 




STOCKTON, CAL. 


KTVU 




36 


7 


Nov. 


12 


7 




1 




NFA 


San Joaqulr. T'csfrs. 


Holllngbe 






















Knox La Rue 




TEMPLE-WACO, TEX. 


KCEN-TV 




6 


1 


Nov. 


100 


50 


NBC 


1 




NFA 


Bell Pub. Co. 


Holllngbe 




















Harry Stone 




TULARE-FRESNO, CAL. 


KCOK-TV 




27 


9 


Nov. 


12 


7 


DuM 


1 






Sholdon Anderson 


Forjoe 






















J. Alan Rlnehart 




WHEELING, W. VA. 


WTRF-TV 




7 


24 


Oct. 


100 


50 


NBC, CBS, 
ABC 


1 


445 


VHF 


Tri-City Bcstg. 
Robert W. Ferguson 


Holllngbe! 


YUMA, ARIZ. 


k;va 




1 1 


29 


Oct. 


29 


16 


DuM 


1 






Valley Tcstg. 


Grant 
























Walter Styles 





Total U.S. stations on air, 
inrl. Honolulu if) Aoi. '."53) 

i\o. of markets covered ... 



BOX SCORE 



Xo. of post-freeze CP's grant- 
'.102 cd (excluding 22 educational 

grants; 23 Oct. '53) 

Iff."! Xo. of grantees on air.. 



Ltd 



No. of TV homes in U.S. (1 

Oct. '53) . 2Z,690.00Qi 

Percent of all U.S. homes 

with TV sets (1 Oct. '53) 56 %§ 



•lloU) rirw CIV" and nation* colne on the air I ftrd here ire those which c-curred between 
21 0.-1 and 0 N' * or -«i whih Information rould bo otita'ned In that peri id. stations are 
axuldrred lo he on the air when commercial operation start*. "Power of CIV® li that recorded 
to FCC ipplleat lotn and •mendmrnti or individual erantcri. t Information on the number of lets 
U> oarkeli *here not deilemtnl ti belnc rrnm NIK* Reaearrh. coniliu or estimates from iho 
station* or rein and muit be deemed approximate (Ust» rrom NltC Research and Plannlnc 



I errentsces on homes with sets and homes In TV coverage arras ore considered npnroiimat*. t 
most coses, the representative or i radio station whleh is granted • CP. also represent* the n. 
TV operation. Since at pressllme It is generally too early to confirm TV representatloru) of mi 
irrintecs. SPONSOR lists Uie reps of the radio stations in this column (when a radio itatlon b 
? lvt , n ">* TV Brontl. NFA: No fleures available nt presstimc on sets In mark 
JTho It -hester stations share time on the same channel. 
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SPONSOR 



PASSPORT to adventure... 



for the whole family 



BIFF BAKER, U.S.A. 

FIRST RUN. ..available in over 120 TV markets! 



• 26 half-hour films, already completed . . . 
produced in Hollywood expressly for TV 

• Network quality at local prices 

• A new and different family adventure 
series. . .without the conventional blood and 
thunder . . . safe and satisfying for the kids 

• Full of overseas intrigue and color with 
Alan Hale, Jr. and Randy Stuart as 
an American husband and wife behind 
and in front of the Iron Curtain 

• For local and regional advertisers — 
two young, fresh American stars to 
help merchandise products. 

Check your nearest 
MCA-TV office for first or 
re-run availability and 
private audition screening 
TODAY! 



SHOWCASE ON FILM fr om 




NEW YORK: 598 Madison Avenue - PLaw 9 7500 
CHICAGO: 430 North Michigan Ave — OEtaware 7-1100 
BEVERLY HILLS: 9370 Santa Monica Blvd. - CRestview 6 2001 
SAN FRANCISCO: 105 Montgomery Street- EXbrooK 2-8922 
CLEVELAND: Union Commerce Bldg.-CHerry 1-6010 
0AILAS: 2102 North Akard Street -PROspect 7536 
0ETR0IT: 1612 Book Tower- WOodward 2-2604 
BOSTON: 45 Newbury Street -COpley 7 5830 
MINNEAPOLIS; Northwestern Bank Bldg.- LINcoln 7863 
ATLANTA: 611 Henry Srady Bldg. -Umar 6750 



SHIinilllllllllllllllllllllll I III* II I III lllllllll* "II lllllllllll ll IMIIIIIIIIIIIII I III iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim 



TV film shows recently made available for syndication 

Programs issued since July 7953. Next chart will appear 14 December 

lllllllllllllinlll II ,, II: f iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiioiiiiiiii^ 



Show name 



Syndicates 



Producer 



Length 



Price Range* 



No. in series 



Show name 



Syndicator 



Producer 



Length 



Price Range* 



r hi 



ADVENTURE 



Advtrrtura is My 


Lakeside TV 


Hil H. Harrison I2!4 mln. 


open 


f3 


Jab 










Jungio Macabre 


Guild Films 


Radio & TV 15 mln. 


$50-400 


39 






Packages Inc. 






CHILDREN'S 



Racket Squad 



= Secret Chapter 



ABC Film 
Syndication 

Guild Films 



Hal Roach Jr. 30 mln. 



Ron Ormond 



15 mln. 



= Sovereign Theatre Stuart Reynolds Sovereign Prod. 26 mln. 



550-400 
100% Class A 



i The Playhouse 



ABC Film 
Syndication 



Meridian Corp. 30 min. 



Animal Time 

Jump Jump of 
Holiday House 



Sterling TV 
Goodman 



Sterling TV 



15 min. 



Mary & Harry 12 min. 
Hlckox 



King Calico Kiing Kilng 12 min. 

Tho Cinnamon Bear Fltz & Assoc. Gllwln Prod. 15 mln. 

Time (or Beany Consolidated TV Bob Clampett 30 min. 
Sales 



on request 

50% of air 
time 

$22-142 

50°'o of Class B 



104 

65 
85 
2Z 

unlimited 



MUSIC 



Oklahoma Chuck- Lakeside TV 
wagon Boys 

Opera & Ballet Lakesido TV 

Operettas & Ballets Hoffberg Prod. 



Lewis & Clark !2'/ 2 min. 



$25-500 



Werner Janssen 
Series 



George Bagnall Janssen 
& Assoc. 



Transatlantic TV I2" 2 mln. open 
Hoffberg Prod. 13 min. open 

15 mln. on request 



Your Zoo 
Reporter 

Wild Life in 
Action 

Wonders of the 
Wild 



Video Pictures Video Pictures 30 mln. 
Lakeside TV Lakeside TV l2'/ 2 mln. 

Sterling TV Borden Prod. 15 mln. 



$25-500 



26 



26 



DRAMA, MYSTERY 



Boxing from 
Rainbo 

Madison Square 
Garden 

Play Golf with 
the Champions 

Shooting 
Straight 

The Referee 



Kiing 
Du Mont 



Consolidated 
TV Sales 



Princeton 
Film Center 



Kiing 

Winik Films 
Sportsvision 



Princeton 
Film Center 



Kiing 



Kiing 



26'/i min. 



26'/ 2 min. 
i2'/ 2 mln. 

15 min. 



30 min. 
30 min. 



$40.50-675 
$55-500 



on request 



Badge 714 
Boris Karloft 
Captured 
Flash Gordon 



NBC TV Film Mark VII Prod. 26"i mln. 
Sales 

Official Films Hannah Weln- 26'/ 2 mln. on request 
stein 



NBC TV Film Phillips Lord 
Sales 



26' j mln. 



MPTV 



Inter-Contlnen- 30 mln. 
tal TV 



General Elettrle Stuart Reynolds Sovereign Prod. 25 min. 
Theatre 



I00°o Class A 



I Led Thret 
Lives 



loner Senttum 



Joe Pilooka 

On Stage with 
Monty Wooley 



Zlv 



Zlv 



NBC TV Film Galahad Prod. 
Seles 



30 mln. 
26'/ 2 mln. 



Guild Films Guild Films 30 mln. 

Dynamic Films Dynamic Films 15 mln. 



Puis* of the City Telescena 



Teleiccne 



I2'' 2 mln. $50-750 



4it 
26 
26t 
13 

26 
39 
39 

78 

13 

26 



TRAVEL 



Hawaiian Paradise George Bagnall Franklin 
& Assoc. 



Safari 

This Is Hawaii 



Sterling TV 



Sterling TV 



George Bagnall Franklin 
& Assoc. 



15 mln. 

15 mln. 
30 min. 



on request 

on request 
on request 



This World of Ours Sterling TV 



Dudley Pictures ll'.'i min. on request 



VARIETY 



Old American 
Barn Danco 



Kiing Kiing 
Ray Forrest Show Sterling TV Sterling TV 



13 
13 
13 



Uncla Mistletoe 


Kiing 


Kllng II '/ 2 mln. 


$25-156 


26 


































NEWS 














COMEDY 














































Life with 
Elizabeth 


Guild Films 


Guild Films 30 mln. 


open 


39 




United Press- 
Movietone News 


United Press 


Movietone News 


30 
15 


min. 
min. 


on request 


OialM 






DOCUMENTARY 












SPORTS 










How Does Your 
Garden Grow 


intl. Film 
Bureau 


Inti. Film 30 min. 
Bureau 




26 




AM- American 
Game of Week 


Consolidated 
TV Sales 


Sportsvision 


30 


min. 




2F, 



26 

As 



Interviews of tho Academy Films Academy Films 15 mln. $50-400 
Century 



26'/ 2 mln. $50-675 
30 min. on request 39 



•Where price range is not Riven, it has not yet been fixed, or syndicator prefers to give price only on request. +Run originally under another title, now being 
rc-rclcascd. {Available in black-and-white or color. SPONSOR invites ail TV film syndicators to send information on new films. 



50 SPONSOR 



SHERWIN- 
WILLIAMS 



L-c — — t — Lrc home 




Yes, a host of important, forward-looking national and regional advertisers like those shown 
on the dock above are ticketed firm for passage aboard "Big Mo." Many other well-known mer- 
chandisers are negotiating for choice spots on KSTM-TV, St. Louis' new ABC-TV outlet. You'll 
be missing a choice bet for reaching a large segment of this rich, Mississippi valley market, if 
you don't reserve space aboard "Big Mo" . . . today. Yes, to put your product in good company 
. . . phone, wire or write 



H-R TELEVISION INC. 



NEW YORK * CHICAGO » SAN FRANCISCO • LOS ANGELES 




w 



ST. LOUIS 



AFFILIATED WITH AMERICAN BROADCASTING COMPANY AND RADIO STATION KSTL 
16 NOVEMBER 1953 51 




Here's a TV film series that combines mass appeal with a stirring program 
content that's unique in television. 

The jungle locale . . . the exciting shots of wild animals . . . the Hollywood-scaled 
production — give Ramar pay-off audiences in any time period, against any com- 
petition. Ratings like 24.1 in Philadelphia . . . 21.8 in Detroit . . . 30.7 in Houston 
are typical of Ramar performance. 

Avoid Identity-Loss with RAMAR 

With Ramar, there's no chance of sponsor mis -identification because of confu- 
sion with similar program types. There can't be any confusion with Ramar 
because there's no other show like Ramar on television. 

No wonder this TPA package is smashing all distribution records. If you're 
interested in a sure sales builder, write or wire for remaining availabilities. 
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SPONSOR 




i 




1 
1 
1 
1 

1 

1 
1 
1 
1 



YOU 

can now show your client 
three musical ideas on his 
product for radio and tele- 
vision for only 



$75 



Consider Song Ads as the 
small, specialized, success- 
ful branch of your agency 
specializing in service to 
your clients for musical 
radio-TV ideas. 




-C O.M PA NY— 

5927 Sunset Blvd. 
Hollywood 28. Calif. 
Hollywood S-6I8I 



1 

1 
1 
1 

1 
1 
1 
1 
1 



MARKS 
THE 
SPOT! 

in western Massachusetts, 
where more and more na- 
tional spot advertisers are im- 
proving local coverage at low- 
est cost per thousand. Only 
full-time independent station 
serving Springfield, WTXL 
has the largest 7:30 to 8:00 
A.M. audience ol any station 
in the area. 

For ax'ails and other information, 
call Larry Rcilly. Con. Mgr., 
W TXL, Springfield. Mass., 9-476S, 
oi any office of the Walker Repre- 
sentation do., luc 




(Continued from page 10) 

that may well be considered to be begging the question since 
it founded its credo and gained its momentum after the fact. 
Now along comes radio, in its dire need, and the decision is 
made to offer hunks of shows to advertisers, suggesting that 
they parlay their messages from morning to night over num- 
bers of network shows rather than pre-empt any one vehicle. 

This attempt to provide new flexibility for the advertiser 
may actually be talking him into giving up one of radio's 
biggest values — that solid sponsor-program identity I men- 
tioned before. 

Furthermore, it has this harmful effect on the medium 
psychologically: It underscores the belief that radio, with its 
decreasing numbers of listeners, is also attracting less faith- 
ful viewers. Whether or not this is the case, I can't say. But 
until proved I'd doubt it. People haven't changed. Only the 
mechanical devices they put into their homes. 

Therefore, it is safe to say, until proved to the contrary, 
that sole ownership of Fibber McGee & Molly as a half-hour 
entity would serve an advertiser more soundly than a random 
minute cut-in to a 15-minute segment out of a five-day-a-week 
strip. And I'm not even taking into consideration what is 
sure to happen story-wise when the half-hour version is blown 
up into a quarter-hour strip and then sliced up five times. 

Perhaps the half-hour version for just 13 weeks — or just 
the eight weeks prior to Christmas — or the two months of the 
colds season would have been a really brilliant buy advertis- 
ing-wise. I realize this is all very well for me to say and that 
there were dozens of competent salesmen trying desperately 
to market the show on these or any other bases before the 
strip idea was put into effect. But it may be that the expedient 
was the wrong thing and proper approach to the selling could 
have put the deal over. 

Anyway — out of the necessity of the moment, one of the 
great properties of the Radio Era, Fibber McGee & Molly, is 
now offered in this grape-shot plan. It's hard to believe that 
this show in its half-hour form so recently was one of the 
finest efforts of show business, and that association with it 
was something hundreds of astute as well as wealthy advertis- 
ers stood by hoping against hope that they could buy. * * * 



Do you always agree with the opinions Bob Foreman expresses 
in "Agency Ad Libs' 7 ? Bob and the editors of sponsor would be 
hajtpy to receive and print comments from readers. Address Bob 
Foreman, c 'o sponsor. AO E. 49 5/. 
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SPONSOR 



Ad i ettt\rtnent 



T. I story board 

A column sponsored by one of llw leading film producers in television 

S A It It A 



NEW YORK: 200 EAST 56TH STREET 
CHICACO: 16 EAST ONTARIO STREET 




A hard-hitting, ethical story lor I'C tablets and powder is told In SARRA in 
one-minute and 20 -second TV spots with only a Hash of the headache suf- 
ferer. Laboratory background shots indicate the scientific reliability of the 
remedy. An illustrated equation has the forte of a medical prescription. 
Strong product identification unites with a sintere, simple sales message to 
make a deep impression. Created by SARRA for 15. C. Remedy Company, 
through Harvey-Massengale Company, Inc. 

SARRA, Inc. 

New York: 200 Last 50th Street 
Chicago: 10 East Ontario Street 





Gaiety, gusto and strong product identification are the essence of the three 
sets of five 20-second spots — with 10 second adaptations — created by SARRA 
for Campbell Taggart Associated Bakeries. Animation is set to a rollicking 
theme song and different instrumental arrangements adapt it to a variety ol 
settings. The animation was so planned that it could be used for three dif- 
ferent brands of bread — Rainbo, Fair-Maid and Colonial — with a minimum 
of alteration. 

SARRA, Inc. 

New York: 200 Last 50th Street 
Chicago: 10 East Ontario Street 




SARRA deftly combines live action with animation in an unusually eflective 
one-minute commercial to sell Encore Cigarettes. The cigarette box opens . . . 
the cigarette Hies out, rests on an ash tray and magically lights while a moving 
message appears on its side to spell out, "IT FILTERS THE SMOKE . . ." 
The message is cut off by the filter and smoke emerges from the filter tip to 
form the words, "IH T T SO V THE TASTE." Live action photography per- 
sonifies quality with a smartly dressed young lady in a luMuy setting. A final 
close-up shot of the package climaxes product identification. Created by the 
Agency. Inc. and produced bv SARRA foi the I'nitecl States Tobacco Co. 

SARRA. Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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a forum on questions of current interest 
to air advertisers and their agencies 



Is it wise to use sex appeal in 
radio cincf television commercials? 





Mrs. Brown 



Shoulfl radio and 
television copy 
have sex appeal? 
Certainly. But 1 
believe that radio 
listeners and tele- 
vision viewers 
want to dream up 
their own specific 
sex situations. 

This applies es- 
pecially to radio, 
probably the most intimate of all me- 
dia. Radio sneaks up on a woman in 
her living room — or in her bathroom 
— or in her hedroom — and usually 
finds her alone. Catch a woman alone 
in her bedroom and convince her that 
there is one (and only one) shampoo 
that will make her hair shinier and 
softer to the touch — and you will make 
a sale. And you won't have to say a 
word ahout a man to do it. She'll 
dream one up. 

1 believe that the average woman 
will douht me if 1 tell her that one 
home permanent will make all men 
fall in love with her. And if she douhts 
this sex claim, won t she doubt my 
honest claims of product superiority? 
And what woman wants all men. any- 
way ? The average woman carries 
around in her head a picture of one 
particular man. Who am I to produce 
a new man who might be much less 
satisfactory to her? Each to her own, 
I say. 

Television leaves less to the imagina- 
tion than does radio — so the writer has 
to think in terms of specific pictures. 
And. certainh, sex appeal in pictures 
i* often sale* appeal. But even here I 
prefer not to start with sex — but to 
start with good strong proof of prod- 
uct superiority and then trail off into 
sex. 

\ es, ma\ be a man should be shown 
a* an accessory for the woman in the 
final rloseup. But for m\ client's mon- 



ey that man will be just a tiny sugges- 
tion of a man. A male shoulder, may- 
be. And let the viewer dream up any 
male head in the world to go above 
that shoulder. That's not what I'm in- 
terested in. 

I'm interested in the feminine head 

leaning against that male shoulder. And 
may that womanly head have the soft- 
est, shiniest, prettiest-curled hair in the 
world. With that in mind. 1 know 
what I'll continue to talk about. 

Mrs. Jean Brown 
The Biow Co. 
New York 



Bathing beauties 
are wonderful to 
have around 
when you re sell- 
ing bathing suits. 
Or even reducing 
pills! 

But please don t 
clutter that dem- 
onstration of Vi- 
taminized Fish 
Food with a five- 
second take of Lorelei on the rocks. 
Unless, of course, vou can manase to 
have her feeding a school of goldfish 
by hand. 

Actually, television commercials have 
long since graduated from the "put a 
gal in a swoon suit in the foreground 
and to h— with the product" era. It's 
only once in a great while that some 
spendthrift wastes footage on extrane- 
ous closeups of "low-cuts." 

We have learned, the hard wav, per- 
haps, that it takes more than a captive 
audience I and how captive is captive? ) 
to sell our wares. It takes imaginative, 
persuasive, visual commercials built 
around product benefits instead of 
around the ladies who extol them. 

In all seriousness, even in those com- 
mercials I radio as well as television) 




Miss Murdoch 



where a woman's beauty and charm 
are the intangibles you sell, it seems 
to me that cheesecake can easily be 
overdone. 

Here at Ludgin's, we believe that it 
is far smarter, as well as more effective, 
to let our ladies reflect product bene- 
fits, not billboard them. Goodness 
knows, it isn t easy, but it can be done. 
Witness Dorothy Jarnac's delightful 
dance pantomimes spelling out the ad- 
vantages of Stopette Spray Deodorant. 

Florence G. Murdoch 
Earle Ludgin & Co. 
Chicago 



The "sex appeal"' 
a L we talk about in 

1 ^^^B^fc advertising bene- 

fi' s irom defini- 
M-ftr* *S> V t j on: i t ; s simply 

"W> v an appeal to the 

sex instinct — 
male and/or fe- 
male. 

The marketing 
of some products 
is largelv depend- 
ent on this instinct. Cosmetics, home 
permanents, deodorants, sheer stock- 
ings — they're on the counter primarily 
because women know men are looking 
their way. How about deodorants for 
men. after-shave lotions, hair tonic, 
padded shoulders — even razor blades? 
Men are out to attract the opposite sex. 

With this in mind I'd say sex appeal 
in advertising is as here-to-stay as sex 
itself. To omit it in radio-TV commer- 
cials for such products would be sales 
suicide for them in these lor any I 
media. And to pass up sex appeal as 
a contributing sales factor in other 
products would be poor advertising. 
The wisdom of using the appeal is then 
evident. 

Of course, there are other considera- 




Miss Byrne 
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hons. hi radio and television, there is 
I In* live factor a voice, a lovely faee. 
air attractive figure to enhance the 
j[!|)cal. In using sex appeal in these 
media, the eopyw ritcr must first fig- 
ure out "how" and then, "how much." 
The rule of tliunih here is: the appeal 
is aimed at a woman's desire to attract 
a man. and vice versa. Let good taste, 
moral sense and the FCC guide the 
writer as he sets to work. 

After all. advertising dollars are 
ousted when the listener/viewer he- 
roines more interested in the sex than 
the sales message. 

Sheila Uyh.ne 

Radio i\> Tl Director 
Robert M. Gamble Jr., Adv. 
Washington 



There is quite a 
difference be- 
tween commer- 
cials with sex ap- 
peal and sex-y 
commercials. 

Actually it is 
rather difficult to 
produce any real- 
ly good radio or 
TV commercial 
without libidinal 
content. A beautiful voice always has 
some. An attractive personality of am 
age is bound to have sex appeal. 

My own specialty happens to be TV 
food commercials in which a person- 
ality is seldom shown, yet 1 would not 
be surprised if. at any moment, some 
psychiatric researcher should "prove 
that, even here, there is a rather potent 
sex appeal - food and sex being so 
eloseh allied on the unconscious levels 
of the mind. 

Where sex appeal is natural to the 
personality delivering the commercial, 
or a legitimate part of the selling mes- 
sage, it can be a powerful salesman: 
where it is an obvious "gimmick'' it 
can backfire in laughs or yawns or 
outrage, particularly from the televi- 
sion audience. 

Television has a diabolical way of 
magnifying any insincerity. We need 
only look at the list of early television 
hit personalities, now at liberty . to 
draw the conclusion that tongue-in- 
cheek sex. per se. is short-time box of- 
fice in Mr. and Mrs. Smith's living 
room. 

Sex is certainly here to stay in sales- 
(Please turn to page 113) 



IT S NEWS. 

when WBZ-TV has 
NEWS for sale ! 



And it's good news for advertisers with courage enough 
to challenge a superstition. 

Not so long ago superstition crowed, "Daytime television 
can't pa\ ofT." We've scotched that claim a hundred 
times over. 

Now superstition chortles, "People won't watch a TV news 
program at noon." 

WBZ-TV says they will! So we're backing our belief 
with one of the liveliest, timeliest news programs ever 
televised . . 

NEWS AT NOON 

A 15-niinnlc program of local, na- 
lional and world news, combining 
lhc InlcM headlines, film highlights 
from I niled I'rrss, glories on lhc 
local scene, and a complete rcporl 
on lhc day's personalities and cvenis. 

"News at Noon" runs Monday through Friday, from 
12:00 to 12:15.. just the right time to capture housewives 
taking their "noon break." Want to reach them with a 
sales message? Do it through "News at Noon.'* 

NBC Spot Sales will be glad to give you full details and 
realistic rates. 



WBZ-TV 



BOSTON 

CHANNEL 4 




WESTINGHOUSE RADIO STATIONS Inc 

WBZ • WBZA • KYW • KDKA • W0W0 • KEX • WBZ-TV • WPTZ 
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If }ou want to find out how to do 
an effective Christmas promotion, the 
place to go is to the local level. When 
it conies to tying in with holiday at- 
mosphere, there's no one cannier than 
a retailer. 

You can get a good idea of the va- 
riety, the pep, and tasteful hard sell 
that localities put into their Christmas 
selling by studying a recent Christmas 




D. Lawrence, R. Friedheim check World shows 



package issued by the World Broad- 
casting Svstem. World is a music ser- 
vice which provides radio stations with 
transcribed music, programs, jingles 
and other recorded specialties. And for 
Christmas it puts together a sledful of 
special commercials and shows suit- 
able for local selling. 

Here's the variety of things availa- 
ble for local-level advertisers: 

Open-end Charles Coburn. titled 
Jingle Bells' Happiest Christmas. 

Four special holiday half-hour pro- 
grams (The Prince of Peace, Tinsel ti- 
ll oily, We Wish You More in '54 and 
A Prom ise) . 

A daily half-hour program called 
Santa & His Christinas kids, on which 
local children would appear. 

A daily half-hour program of mu- 
sic and shopping suggestions, titled 



The Christmas Shopping Bag. 

Thirty jingles sung by The Jesters 
as announcement lead-ins. 

Looking over some of World's 
Christinas material in the picture 
are Uick Lawrence (left), sales man- 
ager, and Robert Friedheim, vice pres- 
ident of the transcription firm. "The 
annual World Christmas programs," 
Pierre Weis, general manager of 
World, said, "have become an annual 
broadcasting event in many local mar- 
kets."" * ★ ★ 



Going to hold a product demonstra- 
tion? Let television help you. Six 
meetings and product demonstrations 
using TV were held during the past 
few weeks, including the first large- 
screen color TV show. 

New York: Color TV was utilized by 
the Frank H. Lee Co. (Lee and Dis- 
ney hats) in a men's fashion show. 
More than 700 representatives of the 
men's wear industry saw the show in 
the Hotel Plaza grand ballroom 
through facilities of Theatre Network 
Television, Inc. The field sequential 
color TV system was employed. 

New York: Fsso Standard Oil Co. 
told 1,800 sales and advertising men 
in 14 cities — ranging from Boston to 
New Orleans — about the petroleum 
company's "greatest product advertis- 



LllFer WTVI in black 
ttftcr 2 months on air 

In the wake of tales of UHF woe, 
the first UHF station in a VHF market 
announced that it now is operating in 
the black — two months after it made 
its debut. 

The station WTVI, is located in 
Belleville. 111., a St. Louis suburb. 

WTVI programs about 62 hours 
weekly, and 80% of this time is sold, 
according to Joseph J. Weed, presi- 
dent of Weed Television, the station's 
national representative. "Conversion 
to UHF Channel 54 is averaging 500 
sets daily." Mr. Weed noted. He said 
that by 19 October there were 127,000 
converted receivers in the WTVI view- 
ing area. "And service men report they 
are 30 to 60 days behind on conversion 
orders," Mr. Weed said. 

The station is a Du Mont affiliate 
and also carries a number of CBS TV 
programs. * * + 



ing campaign" in the firm's history. 
Viewers were told that in addition to 
Esso's regular radio-TV advertising 
(the Esso Reporter is on 55 radio. 13 
TV stations) a large number of radio- 
TV announcements had been pur- 
chased. 

South Bend: One of the most un- 
usual closed-circuit telecasts was being 
conducted by WSBT-TV. The station 
arranged the circuit after Notre Dame 
Football Coach Frank Leahy was con- 
fined to the hospital a fortnight ago. 
Every afternoon Leahy watched the 
televised scrimmage from his hospital 
room, and the closed-circuit facilities 
were to be maintained as long as he 
was in the hospital, according to Neal 
B. Welch, WSBT-TV manager. 

Chicago: The Apt Shoe Manufac- 




Nlore firms sivitehing to closetl-circuit TV meetings 
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Hiring Co. used television as part of 
its promotion during the Shoe Pair, 
an aim rial footwear trade meeting. 
I'nusiial aspect of the promotion was 
that a eoininercial TV station, WGN- 
T\', carried the Apt programs, which, 
although designed principally for those 
in tli* 1 - shoo industry attending the fair, 
hail general audience appeal through 
use of Kddie Bracken and other well- 
known personalities. The programs 
were telecast from 1 1 :00 to 1 I :'M) p.m. 
on three successive days. 

Los Angeles: "Open circuit"'' TV al- 
so was used — said to have heen for 
the first time on the West Coast —by 
Sunset Oil, producers of Golden Kagle 
Gasoline. The company wanted to 
reaeh more than 1.000 employees in 
227 Golden Kagle ser\ ice stations 
within the Los Angeles area. The com- 
pany wanted to tell the employees 
about a new product designed for au- 
tomatic-drive cars, finally decided to 
air the meeting over K'lTV. Visual 
aids and product demonstrations were 
planned for the event, according to 
J. 1). Sterling, president. He added 
that a survey showed the televised 
meeting enjoyed 91 r '< attendance. 

Seattle: Make-up demonstrations us- 
ing various cosmetics formed the basis 
for a closed-circuit telecast in the Ron 
Marcbe department store. With Eddie 
Arnold and other personalities provid- 
ing entertainment portions of the tele- 
cast, the week-long demonstration drew 
"the biggest crowds outside of the 
Christinas season."' There were 30 TV 
receivers in various parts of the store. 
The shows originated from the store's 
main corner window, drew "crowds" 
of spectators. The telecast was handled 
by KOMO-TV, which plans a debut 
11 December. * * * 



Briefly . . . 

Good music programing is stretching 
radio listening hours in Philadelphia, 
according to WFLN. Philadelphia's 
sole FM-only station has just released 
the results of a market study complet- 
ed by Audience Analysts, Inc.. a Phila- 
delphia research firm. The survey 
shows that 15. 2T of 438 representa- 
tive households do more radio listen- 
ing now than a year ago, and likening 
by 33.2 r r of the WFLN audience av- 
erages between four and five hours 
daily. Another significant fact revealed 
by the survey: FM ownership is defi- 
nitely' on the increase in Phillv. * * * 



maximum 

TOWERHEKHT 

maximum 

POWER 

maximum 

RESULTS 

coming to 

WTAR-TV 

JANUARY FIRST 



Our new 1049-foot tower and 100,000 
watts pawer will give advertisers the 
only total primary coverage of America's 
Miracle Market — Norfolk, Portsmouth, 
Hampton, Warwick, Newport News and 
contiguous area af Tidewater Virginia 
and North Carolina. 





Wilhin 
Grade A 


Wilhin 
Grade A 
and Grade B 


Wilhin 
Grade A. 
Grade B and 
100 mv Line 


Population 


784.690 


1.156.000 


1.600.400 


Effective 
Buying Income 


S1.073.371.850 


JI.41S.1S6.0O0 


S2.O40.385.8O0 


Retail Sales 


S702.S70.9S0 


S919.355.950 


S1.406.713.0S0 


Families in Area 


207.825 


295.655 


419.335 



Dolo from SALES MANAGEMENT S Surve/ 
of 6u/i'ng Power, Moy 10, 1953. 



WTAR-T\ 



Norfolk 
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She's making up her shopping lis: 




) the daytime 




She's one of 26 million television 
housewives who— before the stores close 
today-will spend $204,000,000. 

And every day she also spends 2G million 
hours with television in the daytime— 
an ideal time to pet her attention and 
get on her shopping list. 

You can do this best through the 10 
stations represented by CBS Television 
Spot Sales. During the past two years, 
these stations have— 

...doubled in daytime audiences— 
with 13,500.000 different viewers 

...doubled in daytime economy— 
with costs-per-M as low as 34 cents 

...tripled in sponsor participation— 
with 2,000 messages weekly. 

So if you'd like to get to housewives while 
they are deciding what to buy, the best 
time and place is daytime and . . . 

CBS Television Spot Sales 



Rt'presentinc wcbs-tv. New York: wcau-tv, Philadelphia ; 
wtop-tv, Washington ; win, Charlotte: wmbr-tv, Jacksonville; 
wabt, Birmingham; wbbm-tv. Chicapo; kgll-tv, Galveston- 
Houston : KSL-Tv, Salt Lake City ; K N XT. Los Anpi'les and 
ctpn, CBS Television Pacific Network. 



EVEN MOHAWK WATCHES 

WHEN 




Jo smoke signals from 
Mohawk any more- 
folks are too busy 
watching WHEN to 
build a fire! 



And Mahawk, N. Y., is anly 
one of mare than 250 com- 
munities covered exclusively 
by WHEN. Over VA million 
people in 26 counties look ta 
WHEN far shopping informa- 
tion (and 7Va million people 
have a lat af shopping dol- 
lars). Dan't yau be law man 
an the tatem pale in upstate 
New York - GET COMPLETE 
COVERAGE OF THIS IMPOR- 
TANT MARKET WITH WHEN. 

SEE YOUR NEAREST 
KATZ AGENCY 



^-""i WATCHES 




CBS 
ABC 

DUMONT 




TELEVISION 

SYRACUSE 




agency profile 



George Wolf 




Director, Radio-TV Department 
Geyer Advertising, New York 

''Getting a weak TV show on prime network time today," George 
Wolf told SPONSOR, "is like trying to walk into Twenty-One in a 
pair of tennis shorts. Not that it's impossible. Just unlikely." 

One of TV's young veterans, George has watched the big spenders 
in network TV carve themselves franchises in prime time. Only the 
top-quality show has a chance, he feels. 

"There's the same competition for show package control between 
the agencies and networks in TV as there was in radio," he explains. 
"Today the networks won't let an agency or independent package 
come on the air unless they feel it can pull good ratings against the 
other nets." And, George adds, this competitive situation is much 
to the good of the medium, making new sponsors conscious of quality 
programing as well as of low cost-per- 1,000. 

In his eight years of agency TV work, George has had more than 
a nodding acquaintance with quality programing. As director of 
radio-TV production for Foote, Cone & Belding until two months 
ago, he supervised such programing as The Clock, Stop The Music 
and Tales of Tomorrow. 

At Geyer George is currently immersed in heavy spot schedules 
for several accounts, as well as program shopping for Nash and 
Kelvinator who are expected to return to network sponsorship shortly. 
"Top management at this agency is extremely TV-conscious," says 
George. And with Geyer billing at the rate of $20 million this year, 
George expects to keep his TV producers increasingly busy. 

\s color TV looms on the horizon, George has been reevaluating 
his plans for film commercials, preparing to go into the new medium, 
which, he says will he to black-and-white TV what sound was to the 
movies. But he feels that it is still somewhat premature to rush into 
color production. 

"We've got a lot of problems to consider still," he remarks. 
"There's the matter of finding the most desirable film stock for 
projection, and here even broadcast engineers are not yet in accord. 
Redesigning of packages might make today's color commercials 
obsolete. Besides, SAG limits length of time during which a film 
commercial may he shown to two vears." 

W hen not off on a busman's holiday of TV script writing. George 
joins his wife and six-year-old son for the favorite family recreation. 
That's watching TV, of course. ★ ★ * 
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The FIRST Television Service 
to Waco and Central Texas! 




Channel 34 

Affiliated with ABC and Du Mont 
Television Networks. 



KANG-TV is the first primary 
and secondary TV Service 
in the Central 
Texas Market 



serving 



400,000 
people! 



CLYDE WEATHERBY 

President and General Manager 



BOB H. WALKER 




Station Manager 



JAMES H. SMITH 

Director of Engineering 
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85 TIMEBUYERS 

(Continued from page 39) 

in time buying. This surve\, however, 
includes all sorts of work categories 
from factory labor to professions.) 

How do women timcbiners at the 
major agencies, in particular. ?taek up 
against their male colleagues? 

The average male respondent from 
the top 10 and major agencies in the 
country (combined I is 31.5 years old 
and earns ST. 930 a \ear. The average 
lady timehuyer from the top 10 and 
major agencies is 36.1 jears old and 



earns $7,440. In other words, in large 
agencies there is less discrepancy be- 
tween women's and men's salaries, but 
it takes women longer to reach time- 
buyer's status. 

sponsor's respondents, of course, 
were not confined to the major agen- 
cies. The survev covered agencies of 
every size in every state, and here's 
how employment in five agency size 
categories broke down among SPON- 
SORS "5 respondents. Men: K/'r in 
top 10 agencies; 26% in major agen- 
cies, but not among the top 10; 36 r < in 
medium-sized agencies; 10% in small 




WHH 



Long Island's amazen 
Nassau County ranks 




nationally in EFFECTIVE 
BUYING Power: $8,071.00 



59% above U. S. average 

{Sales Management) 



WHLI 



y the voice of Long Island, has a larger daytime 
aud ience in the big booming major LONG ISLAND MARKET 
than any network or combination of independents . .[Conlan) 



Recommended by Rambeau 



WHLI 

HEMPSTEAD 
LONG ISLAND. N. Y. 

PAUL CODOFSKY, Pres. 



AM 1100 
FM 98.3 



agencies; \2 (/ ( in agencies with fewer 
than 10 employees. Women: 17'/ in 
top 10 agencies: 9% in major agen- 
cies, but not among the top 10; 29% 
in mediuin-sized agencies; 31% in 
small agencies; 14% in agencies with 
fewer than 10 employees. 

"Time buying is comparable in dol- 
lar volume and responsibility to the 
job of government or heavy industry 
purchasing agents," commented a time- 
bu\er from one of the top Xew York 
agencies. "Yet our job doesn't have 
the prestige, salary or career opportu- 
nity which is offered by other indus- 
tries to their purchasing agents.*' 

To see how purchasing agents in in- 
dustries other than radio and TV 
fared, sponsor turned to the National 
Industrial Conference Board. NICB 
surveys pegged average annual income 
of industrial purchasing agents at 
$14,700 in 1944. Figures for 1953 are 
not available. However, taking into 
consideration the rise in individual na- 
tional income, it is probable that the 
average for 1953 would be somewhere 
in the vicinity of $19,000. 

The trend in industry has been for 
employment of more and more techni- 
cally trained personnel, e.g., engineers, 
in a purchasing capacity. As the tech- 
nical and educational requirements 
for industrial purchasing agents have 
increased, the proportion of women in 
the field has remained small — only be- 
tween 5 and 7' ? of industrial purchas- 
ing agents are women. 

In terms of career advancement a 
purchasing agent in industry is able to 
reach top management status right 
within the purchasing field. The v.p. 
in charge of purchasing with a big 
company such as General Electric, 
Ford, Westinghouse, has prestige and 
salary comparable to the v.p. in charge 
of sales or advertising. 

The timebuyer's career pattern is 
not so clear cut. There is no really 
defined pattern of training for the job 
nor promotion from it. Of the 85 re- 
spondents to SPONSOR"? survey, the 50 
male timebuyers" ambitions broke 
down as follows: 10 want to become 
media directors; 13 want to be ac- 
count executives: eight want to be in 
radio or TV station management: two 
want to be ad managers of large man- 
ufacturers: six want to head their own 
agency: one wants to do creative writ- 
ing: one wants to be a high school 
principal: eight were undecided: one 
wants to retire — ''seriously."' he 
added. 
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After two years experimentation we've devised new methods and 
tqulpment to bring top caliber programming to low budget advertisers. 

TIME FOR CRIME is designed to give an advertiser a top quality 
fragrant. 



TIME FOR CRIME is designed to give an advertiser an amazingly 
low production cost. 

TIME FOR CRIME is designed to give an advertiser more com- 
mercial time yet keep the viewer literally glued to bis seat. 



"TIME FOR CRIME" 

A 5 minute mystery drama series 



□ME FOR CRIME is an entirely new concept in television 
dramas. After two years experimentation by TV, radio and 
movie experts a new program format was devised. A format 
that enables the low budget advertiser to have the prestige 
uf a sponsored program yet the flexibility of a spot campaign. 

Though using a time proven mystery formula, the series 
rgas prepared to run but 5 minutes. This includes three 
miniucs and fifteen seconds of suspense filled drama, as well 
.u opening, closing and full middle-commercials — so ar- 
ranged as to keep the solution following the full middle 
commercial. 

To keep the standards of the production high the series is 
shot especially for television in full motion picture tech- 
nique, directed by a top motion picture director and de- 
iigned, photographed and technically prepared by a staff of 
Academy Award winning movie makers. The creators and 
writers are all leading New York mystery writers with a 
Jong list of top film, radio and television credits. 

Contact our office for further information about TIME FOR 
CRIME. Let us screen a group of sample showings in this 
series in your office. 



CREDITS 

EXECUTIVE PRODUCER: Mende Brown, Associate producer of 
NBC's "Inner Sanctum." 

DIRECTOR-PRODUCER: George Busby, General Manager and 
Associate producer of such pictures as "Red Shoes", "Tales 
of Hoffman", "Stairway to Heaven", etc. 

WRITERS: All New York staff with credits including "Inner 
Sanctum", "Barry Craig", "Bulldog Drurntnond" , etc. 

CAST: Cast of established stage and screen artists plus a carry 
over lead. 

COST: $2,500 per episode — buyer has script approval plus 
two years rights. 



G.U.Y. 



Productions 



17 East 42nd Street • A'eu> York 17, fteic York 
MUrray Hill 2-0810 
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Fourteen of the 35 women timebuy- 
ers in SPONSORS survey stated that 
time buying was their ultimate ambi- 
tion, though one added, rather nos- 
talgically, "I'd prefer a vine-covered 
cottage. . . ." Eight lady timebuyers 
hope to become media directors even- 
tually; four want to he account execu- 
tives; two want to be partners in the 
agency; four would prefer to concen- 
trate on creative writing; two were un- 
decided. One would like to own an 
independent TV film production stu- 
dio in the near future. 



What's the educational background 
of the average timebuver? 

About 55 r £ of all the timebuyers 
responding are college graduates. Of 
these, less than \ ( /c have a degree be- 
yond a B.A. or B.S. The percentage of 
college graduates among the male time- 
buyers is higher than that among the 
ladies: 68% of the men, 38% of the 
women. 

And now a fact for those who blame 
low salaries for women upon women's 
proverbial instability in a job: The av- 
erage ladv timebuver has been in her 
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22 Television Talks 



Transcribed from the 

B 3*1 1 TV CLINICS 

Sold out in its first edition, "22 Television Talks" the bible of TV 
information, is back in supply again. The twenty-two subjects embrace 
all important aspects of television programming. 



WHAT RADIO AND TV 
EXECUTIVES SAY— 

"In our opinion, the finest book 
published on TV. The TV men 
whose talks and comments fill 
this volume get right down to the 
level of every individual now in 
the industry or about to enter it." 
GEORGE HIGGINS, KMBC, 
Kansas City, Mo. 

"BMl's 'Twenty-Two Televi- 
sion Talks' is a reading must at 
KXLY TV." 

ED CRANEY, KXLY-TV, 
Spokane, Wash. 

"The book pools the knowl- 
edge of today's TV leaders. It 
gives inestimable benefit for 
present and future TV person- 
nel." 

HUGH O POTTER, WOMI, 
Owensboro, Ky. 

"Anyone interested in TV 
should read 'Twenty-Two Tele- 
vision Talks'. They are an edu- 
cation within themselves — a 
must." 

R. W. ROUNSAVILLE, WQXI, 
Atlanta, Ga. 



The book is a practical symposium of 
TV data by men of wide experience 
and recognized pioneers in television. 

In addition, a good portion of its 
more than 260 pages is devoted to 
condensed transcripts of the QUES- 
TION and ANSWER sessions of the 
Clinics. These intense general dis- 
cussions by the broadcasters attend- 
ing the Clinics raised such TV topics 
as how to make use of films . . . how 
to cut costs . . . how to build or 

remodel a plant . . . hoiv to maintain 
public service. . . . how to hold an 
audience . . . and hoiv to direct the 
other TV operations. 



Published by BMl at $6 and made 
available as an Industry Service 
at the cost of transcribing and 
printing — $3.60. 

Order Your Copies Today. 



BMI 



HUO VDCAST MUSIC. 1 11 c J 

580 Fifth Ave. • New York 36, N. Y. 
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Chic 



Hollywood 



To ron I o 



Montreal 



job for 4.9 years. The average male 
timebuver has been in his job for 4.2 
years. 

What did timebuyers do before they 
became timebuyers? 

Everything from being a mail boy 
or secretary to assistant account execu- 
tive, agency researcher and fiction 
writer. There is no clear-cut route in 
the agency business from one job to 
another to timebuyer and on to a well- 
defined promotion. 

Here's a glimpse at the job histories 
of those who responded to sponsor's 
survey r of 500 timebuyers throughout 
the country. The 21 men who buy time 
either for one of the top 10 or for 
smaller but still major agencies have 
the following job backgrounds: six 
have previous agency experience in ra- 
dio and TV or market research; two 
were assistant account executives; one 
did traffic, another was in the mail- 
room; a third was spacebuyer. In 
other words, 11 out of the 21 had pre- 
vious agency experience. Five of the 
21 had previously been salesmen either 
with one of the networks or with a 
station rep. Two had previous sales 
experience, one as assistant sales pro- 
motion manager for a manufacturer, 
the other in a department store. An- 
other timebuyer had previously worked 
on a radio station in varying capacities 
from announcer to writer to salesman. 
Two timebuyers were magazine writers. 

The nine lady timebuyers who work 
at major agencies have the following 
job backgrounds : three were secretaries 
in their department: one was an esti- 
mator; three held radio station jobs; 
one was an accountant for a station 
rep. One lady timebuyer had previous- 
ly bought machinery for ships — which 
again suggests the parallel made earlier 
with industrial purchasing agents. 

Most valuable of the information 
emerging from sponsor's survey which 
takes in a cumulative 380 years of 
time buying experience among the 85 
respondents — are criticisms and sug- 
gestions about the problems an average 
timebuyer faces. These constructive 
criticisms, it would appear, are well 
worth the careful scrutiny of agency 
top management. 

Said a timebuyer from one of the 
major New York agencies: 

"Greater recognition of our function 
among agency top management would 
probably result in our being provided 
with more of the essential research 
tools that timebuyers need to make 
estimates and choices among availa- 
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"You attract a real crowd in the billion-dollar 
Mountain-West market when vour strategy 
calls for KSL Radio because KSL Radio rallies 
an audience that beats the strongest competi- 
tion by 1 13.2*7. KSL Radio, with a whopper 
of a Hooper, w ill excite huge crowds when it 
cheers for your product with its 50,000 watt 
voice. The crowd is always with KSL Radio. 
Throughout 58 counties, fighting against 107 
other stations all at once, KSL Radio runs away 
w ith one-third of the entire h'stenin« audience. 
Attract all of the Billion-Dollar Mountain-West 
market with KSL Radio. 



SALT LAKE CITY, UTAH 

CBS Radio Network • 50,000 Watts 

Represented by CBS Radio Spot Sales 

Source Hooperoiiogs. Feb , 1953 
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bilities. Also, top management might 
bring about closer cooperation between 
account supervisors or executives and 
the radio-TV department so that each 
timebuyer would be completely up to 
date on his client's problems and 
aims." 

A timebuyer from one of the top 10 
agencies remarked : 

"In the past, I've worked on inter- 
national accounts, where my recom- 
mendations, estimates and bu) ing were 
far more independent than for clients 
placing campaigns in the U.S. Since 
radio and TV abroad are fairly un- 
charted, ni) choice, based on market 
knowledge, was far more recognized 
than in the case of a comparable pur- 
chase in the U.S. 

"This doesn't mean, however, that 
time buying abroad is Utopia. On the 
contrary. I've got problems of copy 
control and translation and govern- 
ment regulations!*' 

Complained the lady timebuyer of 
one of the major New York agencies: 

"My experience has been that buy- 
ers are not allowed to attend pre- 
campaign meetings where sales, distri- 
bution, coverage, budgets, etc., are 
discussed. Therefore, buying is done 



somewhat in the dark as far as objec- 
tives are concerned. 

"Spacebuyers get more information 
to work with because they do get to 
many more meetings. 

"Regarding budget, it is not an un- 
common practice for us to get an as- 
signment such as: 'How about a budget 
for the Southwest for X?' Then we 
have to dig to find out if the product 
has distribution, where, is it to be a 
long-term or a short intensive cam- 
paign, does the campaign require long 
copy or would breaks work, who buys 
the product, etc. This information 
should largely be provided for us." 

(The timebuyer whose comments 
are quoted above has been doing the 
job for 15 years, and is in the $10,- 
000-a-year bracket.) 

Another lady timebuyer. from a 
small Midwestern agency, who has 
been in her job for five years and is 
now earning $6,000 a year, felt that 
her agency recognizes the importance 
of media buying: 

'"This agency , perhaps because it is 
small, definitely does count the media 
buyer as part of the important team on 
every account. Complete information 
is provided media before any purchase 




(ad) man's best friend! 

. . . and look at the big dog carrying it! 

When sponsors want the most for that shrinking 
advertising buck, WBNS Radio comes to the rescue 
. . . with low cost per listener . . . and with more lis- 
teners than any other station in Central Ohio! And 
WBNS is top dog with loyal listeners because it has 
top programming. Latest Pulse Ratings show ALL 
20 top-rated programs heard in Central Ohio are 
heard on WBNS! 



CBS for CENTRAL OHIO 



radio 

COLUMBUS, OHIO I 



is contemplated. This includes sales 
objectives, sales problems, seasonal 
considerations, etc., as well as budget 
with which to work. If the setup were 
any other way, I could not consider 
doing the job." 

A timebuyer from a major Midwest- 
ern agency, who's been in his job for 
two years, and is in the $6,000-a-year 
income bracket, explains his duties as 
follows : 

"Our work includes research and 
advisory information on several ac- 
counts. It's our job to sell the clients 
as well as buy for them.'' 

The head timebuyer of a six-man de- 
partment in one of the major Eastern 
agencies pointed to another problem 
faced by timebuyers: 

"I believe there is proper recogni- 
tion for timebuyers here but far too 
heavy a load is placed on individual 
buyers to allow for reflective, careful 
consideration of all factors when buy- 
ing. Timing is always too tight. This 
seems to be a commonplace problem 
among other agency timebuyers too, 
according to the trade gossip." 

The timebuyer of a small agency, 
whose ambition is to climb from the 
$7.000-a-year to the $10,000-a-year in- 
come bracket and then retire "serious- 
ly," analyzed the major time buying 
problem this way: 

"Most account executives and many 
clients like to make decisions and rec- 
ommendations on the basis of two or 
three points: (1) Program fits budget. 
(2) It is aired at an appropriate time 
for the audience desired. (3) The 
client likes to listen to the program. 

"Whether program is 'right' for the 
product; whether similar programs 
have had successes or failures in pro- 
moting similar products; whether pro- 
gram is good for the 'fast sale' but bad 
from an institutional standpoint: 
whether reports from audience rating 
services can be relied on implicitly, 
etc., are frequently waved aside as in- 
consequential. The main reason here: 
The account executive or client doesn t 
have the familiarity with the medium 
that the timebuyer has. and would 
rather make decisions based on points 
which they can check with their own 
knowledge. 

"'The attitude of 'anyone-can-buy - 
time", just give them a Pulse (or what- 
ever ) , a program log and a telephone, 
is far too prevalent and is mainly re- 
sponsible for so much ineffective ad- 
vertising and low timebuvers' salaries. ' 
( Please turn to page 80) 
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• RIGHT TRANSMITTER SITE. 

KRON-TV's site provides "area-wide" coverage certainty. 

• ANTENNA HEIGHT. KRON-TV's, highest in San Francisco 
at 1441 feet, "sees further." 

• MAXIMUM LEGAL POWER. KRON-TV's 100,000 Watts has 
blanketed Northern California since February, 1953. 

• TOP RATED NBC and Local Programs. 
KRON-TV leads consistently. 

• GREATEST DEPENDABILITY. 

KRON-TV's double antenna system and automatic 
standby generator minimize "discrepancies." 

• SELLING POWER. Fit these pieces together and you have 
KRON-TV's Super Signal — the solution of your sales problem. 



FREE & PETERS, INC. 
National Representatives 



LLC L ix n 

SAN FRANCISCO (U 



72 



SPONSOR 



vember 1953 TV COM PARAGRAPH OF NETWORK PF 



MONDAY 



Arthur Godfrey* 
Kellogg, Burnett 
Knomark. Mosul 
10-1 0:15 alt das 
Int'l Cellucotton 
FC&B: Snow Crp 

Maxon alt das 

Star-Klst Tuna 

m.w 10:30-45 
Rho ades & D avis 
Lever: pepsodent 

m.w 10:45-11 
McCann-Erickson 



No network 
programing 
all wk 



Ding Dong 
School 
Ch m-f L 
(sponsored tu. 
th. f) 



Glamour Girl 
Hy m-f L 



No network 
programing 
m-f 



TUESDAY 



Arthur Godfrey' 
Kellogg. Burnett 
Knomark. Mogul 
10-1 0:15 al t-das 
Infl Cellucotton 
FC&B; Snow Crp 
• Maxon alt das 

General Mtrs: 
Frlgldalre Dlv 
tu.th 10:30-45 

FC&B 

Tonl Co 
tu.th 10:45-11 

Weiss & Geller 



No network 
programing 
ail wk 



Ding Dong 

School 
Minnesota 
Mining & Mfg: 

scotch tapo 
Ch tu onl L 
BBDOHhr $985 



Glamour Girl 
Hy m-f L 



WEDNESDAY 



No network 
progrsmlng 
m-f 



Arthur Godfrey* 
Kellogg. Burnett 
Knomerk. Mogul 
101 0:ir» alt das 
lnt'l Collucotton 
FC&B; Snow <n> 
Maxo n tlt -daa 

Star-Klst Tuna 
m.w 10 -.30-45 
Rhoades & Davis 

Never: pepsodent 

m.w 10:4511 
McCann-Erickson 



No network 
programing 
sll wk 



Dlna Dong 
School 

Ch m r 
(sponsored tu 

th.f) 



Glamour Girl 
lly m-f L 



No 
prot 



Arthur Godfrey* 
Pillsbury Mills 
m.w 11-11:15 
I Leo B urnett 
Liggett & Myers: 
chesterfields 
m.w 11:15-30 
Cnghm & Walsh 

' Strike It Rich 

Colgate: tthpst; 
vel. super suds, 
palmollve. fab. 
ajar. 

64OT L 

m.w.f 
Esty $8000 



Valiant Lady 
On Mis: bisqkt 
47NT m.w.f Li 
DFS shr $10,000 



Love of Life 

Am*r Home Pr 
fi5 NT m- f L i 
Piow $8500 
(Search for Tom'w 

P&G: jovt 
ftfNY m-f T, 
Blow $8500 ; 

Guiding Light 
'TA-fl: ivory, duzt 
55NY m-f L 
Corapt $10,000 



' No network 
programing 
m-f 



Garrv Mowe 
M»«land: rugs 
51 NT I. 
A&C (see be)) 

TTnover Co 
>7NY 
Burnett 

>4hr $2038' 



Double or 
Nothlna 
Comnbell Soup 
42NT L 
m-w-f 



Ward 
Wheeloek 



$snoo; 1 



Art Llnklerter I 

| T-ever: surf 
30Hy m.w.f L 
Ayer (see bel) 
Pillsbury Mills: 
f flour, mixes 
29Hy m-th L 
LB %hr $4000 

Big Payoff 
Colgate: fab, 
chlorophyll tth- 
n«t. cashmr bqt 
62NT m.w.f V 
(sus tu.th) 



No network 
programing 
m-f 



Hawkins Falls 
Ch m-f L 



The Bennett! 
iCh m-f L 



Three Steps to 
H eaven 
1 NY m-f L 

Follow Your 
Heart 
NY m-f L 



No network 
programing 
all wk 



No network 
programing 
m-f 



No network 
programing 
m-f 



r 



No network 
programing 
m-f 



No network 
programing 
m-f 



Esty 



Hy 



Bob Crosby 
Show 
m-f L 



Paul Dixon 
Show 
m-f 3-4 
(Participating 
segs available; 
see cost bel ow) 

$8500 Vitamin Corp: 

rybutol, Juvenal 

lOCinc L 
m 3:45-55 seg 
KFCC 



Kate Smith 

m-f 3-4 
James Lees : 
carpets 
D'Arcy 3:30-45 



Khr 
$3,100 



River Brand 
Rice Mills 
one 10-min seg 
Donahuo & Coe 
lOmin: $400 



Corn Prods 
3:45-4 
C L Miller 
SONY 



Kef 



No network 
Programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



&hr $3500 



Arthur Godfrey* 

National Blsc 
•u.th 11-11:15 
McCann-Erickson 

Pillsbury Mills 
tu.th 11:15-30 
Leo Burnett 



Strike it Rich 
m-f 
sus tu.th 
NY L 



Big Payoff 
m-f 

NY sus tu.th L 



Bob Crosby 

Show 
Amer Dairy 
Ass'n 
33Hy L 
tu.th 3:45-4 

Campbell- 'ihr 
Mithun $3100 



No network 
programing 
m-f 



Valiant Lady 
Tonl Co 
47NY tu.th L, 
LB shr $10.000 

Love of Life 
Amer Home Pr 
m-f (see mon) 
Biow 

Search for Tom'w 
P&G: joyt 

m-f (see mon) 
Biow 

Guiding Light 
P&G: Ivory, duzt 

m-f (see mon) 
Comston 



No network 
programing 
m-f 



Garry Moore 
Cats Paw Rubber 
56NY L! 
Levy ne (see bel) 
Pillsbury Mills: 
ballard biscuits 
48NY L 
CM tthr $2038 

I'll Buy That 
Seeman Bros: 
airwictc 
37NY L 
tu. th 
1st 15 mln 

Weintraub $4000 

Art Llnklerter , 
Kellogg: all pr : 
38Hy L 
LB tu 2:3 0-45 

Pillsbury Mills 

m-th 2:45-3 
LB %hr $4000 



No network 
programing 
all wk 



No network 
programing 
m-f 



No network 
programing 
m-f 



Hawkins Falls 

Ch m-f L 



The Bennetts 

Ch m-f L 



Three Steps to 
H eaven 
NY m-f L , 
I Follow Your 

Heart 
NY m-f L 



No network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



Paul Dixon 
Show 
m-f 3-4 
lOCinc L 

(Participating 
segments avail- 
able) 



For lOmin : 



Kate Smith 

m-f 3-4 
Consolidated 
Cosmetics 
ait tu 3:15-30 

BBDO 

Borden Co: 
instant coffee 
tu 3:30-45 

DCSS 

Bow Chemical 

tu 3:45-4 
MeJ&A 

50NY L 
&hr $3500 



$400 



Action In 
the Afternoon 

Western drama 
'Phlla m-f L 

15mir.: $1350 
Hhr: $3200 



No network 
programing 
m-f 



Welcome Action In 

Travelers the Afternoon 

P&G: prell. m-f 

ivory snowt Turn to a Friend phlla L 
CICh L NY m-f L (see mon) 



No network 
programing 
m-f 



t> FS Uhr $1200 



No network 
programing 
m-f 



I „ ... Ern Westmore 
Dn Your Account Show 

*p*o tt'w. f L h »-' L 

sus m. th 



No network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



Atom Squad 
Phlla m-f L 

Gabby Hayes 
Quaker Oats 
32NY m.f 30L 
Per nr<w: 
S&M $1750 

Howdy Doody 
Standard Brands: 
royal puddings. 

gelatin 
53NY 48L 

m.'li 5:45-8 
Bate* %hr $1600 



Welcome Trav'lrs 
P&G: prell. 
ivory snowt 
(see mon) 



D FS 

On Your Account 

P&G-. tide 
62NY L 
tu. w, f 



Benton 4. Bowles 
$6500 



Atom Squid 
Phlla m-f L 



No network 
programing 
m-f 



No network 
programing 
m-f 



NY 



No network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



Gabby Hayes 
m-f L 
sus tu 



Howdy Doody 
Kellogg Co: 
rice krisplest 
48NY 44L 
(see bel) 
tu.th 5:80-45 



LB 



Arthur Godfrey* 
Pillsbury Mills 

m.w 11-11:15 
Leo Burnett 
Liggett & Myers: 
chesterfields 

m.w 11:15-30 
Cnghm & Walsh 



Strike It Rich 
Colgato 
m.w.f 
(see mon) 



Esty 

Valiant Lady 

General Mills 
m.w.f (see modi 

DFS. K-R J 

Love of Life 
Amer Homo Pr 

m-f (see moo) ' 

Blow 

Search for Tom'w 
P&G: Joyt 

m-f (seo mon) 
Blow 

Guiding Light 
P&G: ivory, duit 

m-f (see mon) 
Compten 



No network 
programing 

m-f 



No network 
programing 
m-f 



Garry Moore 
Puroi Corp: 
FC& B (see bel) 

Best Fds: rlt. 

shinola 
54NY L 
%hr 

Ludgin $2038 



No network 
programing 
m-f 



Double or Noth'g 

, Campbell Soup 
m.w.f (seo mon) 



Ward Wheelock 

Art Linkletter 

Lever: surf 
m.w.th 2:30-45 
Ayer 

Pillsbury Mills 
m-th 2:45-3 
(see mon) 
Leo Burnett 



Big Payoff 
Colgate 
m.w.f 
(see mon) 



No network 
programing 
m-f 



Esty 



Hawkins Fills 

Ch m-f L 



No network 
Programing 
m-f 



The Bennetts 

Ch m-f L 



Three Steps to 
Heaven 

NY m-f lJf 

Follow Your 
Heart 
NY m-f L 



No network 
programing 
ell wk 



No network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



Paul Dixon 

m-f 3 4 
(Participating 
segments avail- 
able) 
lOCinc 1 



Bob Crosby 
Show 
Hy m-f L 
«4hr 
$3100 



Action in 
Turn to a Friend the Afternoon 

NY m-f L_ Phlla m-f L 
(see mon) 



Kate Smith 
m-f 3-4 
Landers, Frary & 
Clark: universal 
elec appliances 
Goold & Tlerney 
w3:30-45 stl0/14 

Gerher Prods: 
baby foods 
w 3:45-4 
D'Arcy 

50NY L 



10-min seg: 
$400 



3ihr $3500 



No 
Prog 



No . 
prog 



No i 
prog 



Nc I 
prog. 



No r 
progi 



Ern Westmore 
Show 
NY m-f L 



No network 
programing 
m-f 



Welcomo Trav'lrs 

P&G: prell Turn t0 
ivory snowt Ny 
(see mon) 

DFS 



Ko 



network 
programing 
m-f 



Dn Your Account Ern ^ 

P&G: tide S 
tu, w, f NY 

Benton & Bowles 



Atom Squad 
Phlla m-f L 



Gabby Heyes 

NY co-op w L 



No 



network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 
m-f 



Colgate: tthpst 
51NY 5:45-« 48L 
Bate* <4hr 11550 



Homdy Doody 
Continental Ekg: 

wonder bread. 

hostess cakes 
35NY 23L 

'ihr: 

Bate* $1550 



No I 
prog 



10GRAMS 



THURS 



Arthur Godfrey* 
Kellogg. Burnett 
Knoraark. Mogul 
1(1- lt>15 alt das 



network 
Taming 
m-f 



network 
r silling 
m-r 



network 
ramlng 
il-f 



letwork 
ramlng 
of 



lnt'l Cellucotlon 
F C6t B ; .Sninv Crp 
Maxon alt das 

General Mlri: 
KYIgldalra Dlv 
lu.th 10 130-45 

FC&.B 

Ton I Co 
tu.th 10:45-11 

Welti A. Geller 



Arthur Godfrey* 
.Natl Biscuit 
tu.tli II- II 15 

McCann- Erlckson 
Plllabury Mills 
lu.th 1 1 :15- 30 

Leo Burnett 



Strike It Rich 
NY m-f L 
sus lu.th 



Valiant Lady 

Ton I Co 
tu.th (tee tu) 
Leo Burnett 

Love of Life 

Amer Horn a Pr 
m-f (see mon) 
Blow 



Search for Tom'w 
P&G: joyt 
m-f (see mon) 
Blow 

Guldlm Light 
P&Q: Ivory, duzt 

m-f dee mon) 
Ompton 



No network 
programing 

m-f 



Garry Moore 
Swift & Co 

59NY th-onl L 

JWT 

Norge Dlv. 
Borg- Warner 
63NT th-onl L 
JWT 54hr 42038 




No network 
programing 
all nk 



No network 
programing 
m-f 



No network 
programing 
all wk 



No network 
progrsmlng 
m-f 



Ding Dong School 

.Scott l'aper Co: 

acott towels, 
cutrlte wax [>pr, 

scot tie* 
43Cii 38L. 

tli only 
JWT >4hr S98 5 

Glamour Girl 
lly m-f L 

II/21S only: 
Gimbcl's Thanks- 
glv'g Day Parade 
Phlla L 



Hawkins Falls 

Ch m-f Lj 



The 
Ch 



Bennetts 

m-f L 



Three Steps to 
Heaven 

i NY m -f L 

Follow Your 
Heart 
NY m-f L 



Suvrlal Thanks- 
giving Hay nrous 

I1/2H wily 
Macy's Thanks- 
giv'g Day Parade 

11 12 nuon 
NY L 



11/26 only 
2:30-45 urn: 
Oldsmobile Press 

Box Preview 
OMsmbl div, OM 
NY U 
D PBrother 
2:45 to emiel: 
NCAA Football 
Gama ( 1 't ah vs. 
lirigham Young) 
General Motors 
Snltl.akcC L 

Kudner 



Daytime 16 November 1953 



}\o network 
programing 
m-f . 



No network 
programing 
m-f 



No network 
progrsmlng 
m-f 



No network 
programing 
m f 



FRIDAY 



SATURDAY 




Wheel of 
Fortune 



NY 



15 mln: 
$2675 



I'll Buy That 

NY L 



Strike It Rich 
Colgate 
m.w.f 
(see mon) 



Esty 

Valiant Lady 
General Mills 
m.w.f (see mon) 
DFS. K-R 

Love of Life 
Amer Home Pr 
(m-f (sea mon) 

Biow 

Search for Tom'w 
P&G: joyt 
m-f (see mon) 

Biow 

Guiding Light 

P&Q: Ivory, duzt 
m-f (see mon) 

Compton 



No network 
programing 
m-f 



Garry Moore 
Converted Rice 
54 NT L 
LB (see bel) 
Kellogg Co: 
gro-pup 
57NY 



LB Ythr 



L 
$2038 



No network 
programing 
all wk 



No network 
programing 
m-f 



No network 
programing 
all wk 



No hetwork 
programing 
m-f 



Ding Dong Tootsle 
School Hippodrome 
General Mills: Sweeta Co of 
cereals, mixes Amer: tootsle rls 
36Ch L NY L 

f only 

Tatham- >£hr Moselle A. 
. Laird $985 El sen $4500 



Smllln" Ed 
McConncll 
Glamour Girl .Brown Shoe Co 
By m-f L 54NT F 



No ueiworK 
programing 



No network 
programing 
all wk 



No natw.ir, 
programing' 



Burnett 



$4500 



Hawkins Falls 
m-f L 



Ch™' 



Bennetts 
m-f L 



Space Patrol 
Ralslon-Purlna: 

wheal chez, rice Wlnky Dink 

chez and You 

32Uy L (Jack Parry) 

NT L 
Gardner $6500 ' 



No network 
programing 



Three Steps to 

Heaven 
NY m-f L 
Follow Your 
Heart 
NT m-f L; 



No ne Iwork 
programing 



No network 
programing 
m-f 



No network 
programing 



No network 
programing 
m-f 



No network 
programing 



Rod Brown of 
the Rocket 
Rangers 

Gen Fds, Post 
Cereals Dlv 
HNT L 

Y4.R $7500 D'Arey 



Tom Corbctt 
Space Cadet 
lnt'l Shoe Co: 
red goose shoes 
27NT L 
k alt wks 



No network 
programing 



$8000 



The Big Top 
National Dairy 
Prods: sealtest 
Ice cream, seal- 
t«st dairy prods 
BSPhlla L 

Ayer $14,000 



Lone Ranger 

Genaral Mills: 
wheallea. klz 
8 NT F 



No network 
programing 
all wk 



DFS 



$15,000 



No network 
programing 



No natwork 
programing 



'Oldsmobile Prt 

Box Preview i 
Oldsmbl dlv Gl 
B3NY 

15 min befoul 
NCAA ftbl garl 
Broth er $27. 

1 NCAA Footba 
> Game 
, General Motor 
S3Var 

(starting tlmi 
1 aries from 1 ! 
lo 4:45 pm) 

hr bdes 
Kudner note 



■etwork 
amlng 
of 



.etwork 
'amlng 
i f 



I'll Buy That 

Seeman Bros: 
alrwirk 
lu. th 1st 15 mln 

Welntraub 



Art Llnkletter 
Green Giant Co: 
canned peas, corn 
4111y th-onl L 
LB (see bel) 
PUIsbury Mills 

rath 2:45-3 
LB <4 hr $4,000 



Big Payoff 

NY m ■ f L 
sus tu.th 



Bob Crosby 
Show 
Tapnan Sitive 
KMc&G 
tli 3 3D- 15 scs 
Amer Dairy 
tit. tli 3:15-4 
fl'liv I, 
Campbell-Mlthun 



No network 
programing 
p»-f 



Paul Dixon 
Show 
m-f 3-4 
lOOlnc 1. 

(Participating 
segments avail- 
able) 



No network 
programing 
m-f 



For lOmtn 
$400 



Kate Smith 
m f 3 4 

Purcx Corp 
FC&B 3 15-3(1 
half of segment 
Doeskin Prods 
Grey 3:30-45 
Slmonlz Co: 
auto finishes 
th 3:45 I 
SSCB 

SONY' L 
tihr $3500 



Double or Noth'g 
Campbell Soup 
m.w.f 
(see mon) 



No network Ward Wheelock 



programing 
m-f 



No network 
programing 
m-f 



Art Linkletter 

Levar : surf 
m.w.f 2:30-45 
Ayer 

Kellogg: all pr 
2SIIy tu.th L 

LB 54 hr $4000 



Bio. Payoff 
Colgate 
m.w.f 

(see mon) 

Esty 

H oh Crosby 
Show 

Kngianrier Co: 
mai tresses 
41 lly 3 :ifl I J t. 

«i T?/2r> 

V.hr 

Burnett $3100 



No network 
programing 
m-f 



No network 
programing 
m-f 



Paul Dixon 
Show 
m-f 3.4 
lOCInc J 
(Participating 
segments avail- 
able) 



10 mln: 
$400 



No network 
programing 



Kate Smith 
m-f 3-4 



% hr: $3500 



No network 
programing 



No network 
programing 



No network 
programing 



No network 
programing 



No network 
programing 



Football Game 

(cont'd} 



! Football Gam; 

(cont'd) 



Action In 
a Friend ,ne Afternoon 
m .f 1, l'hlla m f 1. 

Isee mon) 



Vestmwe 
low 

ra f L 



etwork 
•» In I 
i I 



No network 
programing 
m-f 



Thanktglvlng 
Festival 

^Mii:lne-« Witt 
naner WaUh 
AN i 
I I I'll only 



Vltlw Ben ne t 



No network 
programing 



No network 
programing 
m I 



Welcome Trav'lrs 
P&G: prell. 
Ivory enowt 
(see mon) 

OFS 



On Your Account 
NY m-f L 
sus m. th 



Atom 
Phlla 



Turn to a Friend 



NY 



Ern 

NY 



m-f 



Wesimore 
Show 
m-f L 



Action in 
the Afternoon 
Phlla m-f I 

(see mon) 



No network 
programing 
m-f 



Squad 

m-f L 



Gabby Hayes 
Minute Maid 
S2NY th onl 1, 
Bates $3,500 



Howdy Doody 
Krllueg Co 
tu.Ui (see tu) 
Lee Burnet t 
Standard Brands 
n.lh S:45 « 
(see moo 
Bat** 



No network 
programing 
m-f 



No network 
programing 

m-f 



No network 
programing 
m-f 



No network 
programing 
m f 



Welcome Trav'lrs 
P&O: prell. 
Ivory snowt 
(see mon) 

DFS 



On Your Account 

P&G: tide 
tu. w. f 

Benton & Bowles 



Atom 
Phlla 



Squad 
m-f L 



Gabby Hayes 
Quaker Oats 
m.f 

SAM 

Howdy Doody 
Luden's 
Mat hci 5:3 0-45 
Welch Grp Julre 
DCSS alt f 

lnt'l Shoe 
HH&M alt f 
49NY 46L " 

5:45-6 
Kbr 11550 



No network 
programing 



No network 
programing 



Horse Racing 

NY L 



No network 
programing 



No network 
programing 



No network 
programing 



No network 
programing 



Football Game 
(cont'd) 



Pontlae Seorebd 
Pontlac dlv, Gil 
S3Var l| 
15 min after g 

Mc.J&A $27H 



1I/2S only 
4:30-6 pm 
NBC TV Opera 
Thr: "Macbeth" 
NY L 





W7 \W MJ 

to El Producto Cigars 
Tuesday and Thursday 



YOU SHOULD KNOW. . ^TRIPLE THREAT" JOE 



Joe's "Sports Rage" show is broadcast on TV am} 
Radio. Monday through Friday, from 11:08 to 11:13 
P.M. His record proves he's a "Triple-Threat'* top- 
notcher all the way. 

Joe Croghan RUt\S rings around the competition — 
with ratings 30% higher than "the other two" com- 
bined . . . KICKS faster and farther than all other TV 
Sportscasters in Maryland — nightly audience more 
than twice that of the combined competition . . . 



PASSES ratings of popular telecasts of major sport 
events and big name feature personalities. 



Baltimore is the "hottest" sports town in the country 
today . . . with big-league baseball, big-league football, 
big-league basketball, and big-league soccer . . . And 
Joe Croghan is the '"hottest" sportscaster in Baltimore! 

Get the facts and you'll know that "Triple-Threat Joe'' 
is your man on TV and Radio in Maryland. 



Nationally Represented 
by Henry I. Christal Co. 



WBAL a„d WB AL-T V 



Nationally Represented by 
Eduard Petry & Co. 



RADIO BALTIMORE 



.NBC AFFILIATE 



TELEVISION BALTIMORE 



16 NOVEMBER 1953 
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85 TIMEBUYERS 

(Continued from page 70) 

A timebuyer from a medium-sized 
agencv in the Pacific Northwest com- 
mented succinctly: 

"There is not enough close contact 
between the buyers and clients, so that 
the buyers are not aware of all the 
problems market by market. 

"Buyers are not consulted to do fu- 
ture planning for the clients." 

Said the timebuyer of a major New 
York agency: 

"Assistance (presentations, etc.) 



We believe when we see the unswerv- 
ing faith of our farm friends and neigh- 
bors planting their fields to winter wheat 
which will rise in the Spring. 

Our belief is reaffirmed at this Thanks- 
giving sea>on as we see bins and granaries 
overflowing with this year's harvest that 
will soon feed hungry people. 

We believe that WIBW has an obliga- 
tion to these farm families ... an obliga- 
tion of service. That is why our entire 
program structure has always been geared 



from the industry has been so little and 
so ineffective (through lack of hard 
facts) that I know we are missing ra- 
dio and TV billing we could get with 
proper backing. Stations battle among 
themselves for established radio and 
TV budgets. They don't fight half as 
hard to create new budgets. If I had 
more industry help, and if I had more 
time to sit in on early stages of plan- 
ning. I know the agency, client and the 
industry would benefit, because I know 
radio and TV can sell, but it's some- 
times hard to prove this conclusively 
to others." ★ ★ ★ 



to their needs, their best interests, their 
advancement. 

We believe that our 29-year adherence 
to these principles has been solely respon- 
sible for making WIBW the most-listened- 
to station among Kansas farm families. 

Gen. Mgr. \V I B W 
C.B.S. Radio for Kansas 



BULLETIN BOARDS 

(Continued from page 33) 

head at the lowest part of it. It's a 
totem pole. 

The carefully-contrived insult is one 
of the most highly prized of sayings. 
Among the choicer of those seen in 
this category are: 

"If I am polite to you, please ex- 
cuse me." 

"I'd like to help you out. Which 
way did you cpme in?" 

"Why don't you go for a long walk 
on a short pier?" 

Circulation Associates, a direct mail 
house, is responsible for a good num- 
ber of the slogans seen around. This 
company prints them up as promotion- 
al pieces, obtaining some of them from 
Fred Gayiner, of Cincinnati, who 
makes a sort of business of it. 

Other gadgets which festoon the of- 
fices of radio and television people are 
gifts from radio and TV stations. In 
the office of Bill Lewis, commercial di- 
rector of radio and TV at Geyer, you'll 
find: a three-times normal Texas trout 
fly, from KLIF, Dallas, Tex., an en- 
larged coffee cup from WBNS, Colum- 
bus; a desk pad from WGRD, Grand 
Rapids; a swizzle stick from WO WO, 
Ft. Wayne; a pottery studio building 
from KMBC, Kansas City. 

WPTR. Albany, is responsible for 
the certificate in the office of MacDon- 
ald Dunbar, chief timebuyer at Ted 
Bates & Co. Dunbar, according to the 
flourishes and scroll-work, is made "A 
full member of the honorary order of 
Patroons. in the heart of Patroonland" 
— i.e. — WPTR's environs. It's dated 
1949. 

And a gal timebuyer at Y&R got 
a brush from WOLF, Syracuse, to help 
in "brushing off wolves." 

Frank Gilday got rid of the slogan 
he had on his desk for a number of 
\ ears at Cecil & Presbrey, where he's 
radio and TV director. It stated: "They 
said it couldn't be done — so I didn't 
even try!" Finally they decorated it 
with fancy satin and a nice box, and 
sent it off to a client. 

But you have to stop in at the office 
of Frank Silvernail, manager of the 
time-buying department at Batten, Bar- 
ton, Durstine & Osborn. to find the 
framed comment that most delights ad- 
vertising men. It's an illustration from 
Lewis Carroll's Alice in Wonderland. 
" 'Here, you see.' said the Red Queen, 
i 'it takes all the running you can do to 
' stay in the same place.' " * * * 




WE BELIEVE 
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SPONSOR 



SHALL WE SKIP OAK HILL, W. VA.? 



NO, NO, NOI-UNLESS YOU HATE 

TO BUY RARE RADIO BARGAINS! 



STATION COVERAGE DETAIL BY NCS AREAS 



Total 
Radio Homes 
in Area 


STATE 
NCS Area 
County 


No. of 
Counties 


DAYTIME 


4-Week Cum. 


Weekly 


Average Day 


NCS Circ. 


%'* 


NCS Circ. 


%* 


NCS Circ. 


of V 




WEST VIRGINIA 
















20,370 


FAYETTE 


1 


18,490 


90 


18,220 


89 


10,150 


49 


18,190 


GREENBRIER 


3 


15,490 


85 


15,130 


83 


6,720 


36 




MONROE 


















SUMMERS 
















i 66,940 


KANAWHA 


1 


10,310 


15 


7,180 


10 


4,410 


06 


14,570 


LEWIS 


4 


3,110 


21 


2,280 


IS 


1,680 


11 




BRAXTON 


















DO00RI0GE 


















GILMER 
















18,260 


LOGAN 


1 


2,780 


15 


1,960 


10 


1,020 


05 


19,440 


MERCER 


1 


8,000 


41 


6,480 


33 


3,990 


20 


14,290 


NICHOLAS 


3 


11,450 


80 


11,080 


77 


6,620 


46 




CLAY 


















WEBSTER 
















23,930 


RALEIGH 


1 


20,220 


84 


19,610 


81 


8,540 


35 


12,290 


ROANE 


4 


2,720 


22 


1,990 


16 


1,460 


11 




CALHOUN 


















JACKSON 


















WIRT 
















16,750 


WYOMING 


2 


9,630 


57 


8,610 


51 


6,730 


40 




800NE 
















225.030 


10 TOTAL 


21 


102.200 




92.540 




51.320 





*— of Radio Homes in Area 



We'd be the first to admit that Oak Hill. 
West Virginia, doesn't measure up to the 
market potentials of New York (or even 
New Haven!). But there's more to it than 
you'd think. For instance, where else in 
America can you get so many listeners for so 
little money — 102,200 daytime families for 
a cozy S21.60? (1^ hour, 26-time rate.) 

We don't yet have a representative — but 
even so, our national business is constantly 
growing, with happy results for all con- 
cerned. Let us tell you more about us, includ- 
ing availabilities. Please write direct to 
Robert R. Thomas, Jr., Manager, at: 

WOAY 

OAK HILL, WEST VIRGINIA 

5000 Watts, Daytime 
20,000 Watts FM 



PAN AMERICAN COFFEE 

(Continued from page 37) 

dueed by an original jingle which 
leads into a male announcer who 
gives simple recipe-type instructions 
for the proper home-brewing of cof- 
fee. The transcription is closed with 
a reprise of the "coffee break" jingle. 
The bureau has found, incidentally, 
that il usually gets an adequate ad Mb 
lead-out by the local personality. 

A typical morning announcement 
goes like this: 

SINGERS: 
In the morning, 'round about 10 
Do you begin slowing up, long about 
then? 

Need a fresh start then you should take 
Time out for a coffee break. 
In the afternoon about three 
Here's a good tip for you and me 
Quicken up! Sharpen up — Stop and 
take 

Time out — time out — time out — time 
out 

Time out for a coffee break. 

ANNOUNCER; There's nothing like 
a cup of co flee when you need a lift . . . 
and for better coffee follow the simple 
recipe of the Pan-American Coffee Bu- 
reau. Have your coffee-maker sparkling 



clean. Use two level tablespoons for 
each six-ounce cup of fresh, cold water. 
Never boil coffee ... or warm it over. 
Make it fresh, make it often. Give 
yourself a coffee break and get what 
coffee gives to \ou. 

SINGERS: 
Morning, afternoon, always take 
Time out - -time out — time out — time 
out 

l ime out for a coffee break! 

"You can print our jingle and com- 
mercial announcement," Burns told 
sponsor, "but make sure you say that 
it is copyrighted, 1952, by the Pan- 
American Coffee Bureau, with all 
rights reserved. It has been so popu- 
lar,*' he explained, "that some stations 
and others have tried to pick it up for 
their own use." 

While it usually is difficult, if not 
impossible, for an institutional client 
to trace ad\ertising effectiveness, the 
Pan-American Coffee Bureau believes 
that it has more than an indication of 
favorable results. 

From its continuing studies of bev- 
erage consumption, the bureau knows 
that between meals coffee drinking, in 
a two-year period up to 1953, has in- 
creased about 209'. While the bureau 




We keep it under our hat! 

The famous KOA hat (size: 50kw) 
covers the Western Market like the 
sky blue sky. 

In the 302 counties of twelve states 
served by KOA-Radio dwell 1,033,100 
families— 53.2% of them rural. 

Last year's Western Market income 
ran to $5-billion. Western Market 
retailers rang up $4-billion in sales. 

Suggestion: Sell your product... 
buy KOA-Radio. 



CALL PETRY 



E 



50,000 WATTS 
850 KC 



FOR FOOD ADVERTISE*^ 



KOA 



A FOOD \' 




DENVER 

Covers The West...£W/ 



AMERICA'S MOST FOOD-CONDITIONED AUDIENCE 



does not credit its advertising as the 
sole reason for the increase, it would 
seein significant that there has been a 
healthy proportion of the increase ac- 
counted for by at-home consumption. 
'I his is the market which receives con- 
centrated attention via radio. 

Average consumption per person 
per day in the winter of 1951, before 
the coffee bureau's "coffee break" ra- 
dio campaign started, was 2.36 cups. 
In the winter of 1953 it was 2.48 cups, 
an increase of o c /< . 

"This gain does not sound spectacu- 
lar when stated as a percentage or 
even as an increase of 0.12 cups per 
person per day," the coffee bureau 
statisticians say. "It means merely one 
more cup per day for each eight per- 
sons in the population eight years of 
age or over. However, there were 
about 107 million people whose coffee 
drinking was sampled in this study, 
and if one-eighth of them were to 
drink one more cup per day during a 
90-day period this winter, it would 
mean an increase of a billion cups of 
coffee. Thus, small changes in the 
rate of drinking can result in a large 
change in the number of cups of coffee 
drunk by millions of people during 
one season of a year.' 

The Pan-American Coffee Bureau 
has been in existence some 17 years. 
Headquartered in New York, the bu- 
■ reau's staff of 30 people carries on a 
continuing, national promotional pro- 
gram on behalf of coffee. The national 
advertising program is one part of 
the bureau's activity, which also in- 
cludes public relations, publicity, pro- 
motional and educational efforts. 

The bureau, according to its letter- 
head, is "an instrumentality of the 
governments of Brazil. Colombia, 
Costa Rica, Cuba, Dominican Repub- 
lic, Ecuador. El Salvador. Guatemala, 
I Honduras. Mexico and Venezuela." 

Total operating budget for the bu- 
reau is derived from a 10C per bag 
'"tax" on coffee exported from the 11 
member nations to the United States 
(a bag of coffee, by the way. weighs 
132.276 pounds). In 1952 the U. S. 
imported 19.007.845 bags of coffee 
from Latin America. Latin American 
countries contributed 93.7 r < of all 
coffee brought into the nation I Africa 
contributed 6.1 ' < ) . 

Value of the coffee imported by the 
United States from Latin America was 
SI. 297.204. 705. It's estimated that cof- 
fee is the basis for a S2.5 billion in- 
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In WOW land . . . EVENING IS EVEN BETTER 



335, 700 radio families confirm it! 



t 



WOW Average 
Ratings 



1 



136.1% 



36.1% 



100% 



Sett in Use 



122.6% 



22.6% 



100% 



6:00.9:00 A.M. 



6:00.9:00 P.M. 



6:00-9:00 A.M. 



6:00-9:00 P.M. 



Comparison WOW Av»rog» Ratings, Sell in Us* 
6-9 A.M. vs. 6-9 P.M. Mon.-Fri. 6-9 A.M. «quals 100% 



*Sourc«: Pult* of Omaha Ar«a, Jon.-F«b. 1953 



We have it In black and white — evening radio time is even 
better than early morning which has always been a splendid 
buy considering listeners per set, audience turnover and 
family-type audience. 

Take a second look at these figures from a Pulse* survey of 
335,700 families in four states comparing the three hour 
periods 6-9 P.M. with 6-9 A.M. Monday through Friday: 

36.1% higher average ratings on WOW in the evening. 
22.6% more sets in use in the evening. 

But WOW, Omaha, a well-managed station with colossal radio 
coverage, is not a hand-picked example. Evening radio offers 
a much bigger audience than early morning in many other 
markets coast to coast, even including mature television 
markets, and the cost per thousand comparison is highly 
attractive. 

Every advertiser and agency should have the percentages 
proving that evening radio is today's biggest bargain. Call 
your John Blair man today! 



This is one in a continuing scries of advertisements based 
on regular syndicated audience measurement reports. 
To achieve a uniform basis of measurement, the radio 
stations chosen for this scries arc all John Blair-rcpre- 
sented outlets ... all in major markets. 



JOHN 

B L Al R 

& COMPANY 



REPRESENTING LEADING 
RADIO STATIONS 

NEW YORK • BOSTON • CHICAGO 
ST. LOUIS • DETROIT • DALLAS 
SAN FRANCISCO • LOS ANGELES 



dustry In the U. S. 

It might be argued that the bureau's 
advertising campaign, by getting more 
people to drink more coffee, does more 
than merely sell coffee for I^atin Amer- 
icans. Seven Latin American nations 
plan their economic life around coffee 
and it is coffee which provides a sub- 
stantial portion of the funds used by 
Latin Americans in purchasing more 
than S3. 3 billion worth of goods annu- 
ally from the United States. 

In the United States. 5.535.246.000 
gallons of coffee were consumed dur- 



ing 1952. More than twice as much 
milk was drunk (13,469,250,000 gal- 
lons ) . 

Following coffee in popularity is 
beer (2,578,211,000 gallons). Soft 
drinks 11,794,833,000 gallons) and 
tea (1,241,250,000 gallons) were 
fourth and fifth in the United States 
on the basis of consumption. Canned 
and frozen fruit juices rank sixth 
(388,050,000 gallons). 

So far, the Tea Council's SI million 
television campaign apparently has 
not affected coffee consumption. An- 




FREE & PETERS, INC., 
\^ Exclusive National Representatives 



NBC • 5000 WATTS 
970 KILOCYCLES 



thon\ II) de. executive director of the 
Tea Council of the U.S.A., in a speech 
to the eighth annual convention of the 
Tea Association of the U.S.A. at White 
Sulphur Springs, W. Va., last Septem- 
ber said that tea consumption is up. 
But he added, "Coffee prices have 
risen, but coffee consumption is going 
up about as fast as tea, so it is doubt- 
ful — in the home market at least — that 
coffee price increases have helped us 
much'' (emphasis supplied). 

Who are the biggest network radio- 
TV advertisers among U. S. coffee 
companies? 

sponsor, on the basis of Publishers 
Information Bureau records and other 
available information, ranks the larg- 
est national air media advertisers in 
this order: 

General Foods (Maxwell House, In- 
stant Maxwell House, Sanka and In- 
stant Sanka) ; Borden Co. (Borden's 
Instant Coffee) ; Standard Brands 
(Chase & Sanborn and Instant Chase 
& Sanborn) ; M. J. B. Co. ( M. J. B. 
Coffee) ; S&W Fine Foods (S&W Cof- 
fee I : and Hills Bros. Coffee Inc. (Hills 
Bros. Coffee) . 

In 1952, PIB indicates that General 
Foods spent about SL5 million on net- 
work radio and S1.4 million on net- 
work television — not including consid- 
erable talent charges. General Foods 
also uses spot radio and TV in from 
one to a couple dozen or more markets 
at different times of the year. 

The Borden Co., which surprisingly 
ranks Number Two on the basis of 
available data, is estimated to have 
spent approximately $360,000 for its 
regular and instant brands on network 
television (not including talent costs). 
No network radio was used. Borden 
Co. is a spot radio and TV advertiser 
for a varying list of products. 

Standard Brands spent roughly 
$213,000 for network TV. It also uses 
spot radio in a number of markets. 

Other national companies are esti- 
mated to have spent much less on net- 
work air media, but several are heavy 
users of spot radio and TV. J. A. 
Folger & Co.. for instance, is using 
spot in about 29 markets; Butter Nut 
Coffee (Paxton & Gallagher Co.) is in 
about seven markets; Hills Bros, is in 
about seven markets. 

It >hould be noted that the largest 
half dozen coffee roaster-packers sell 
only about one-half of all the coffee 
M>ld in the United States. The other 
50' ; 

local companies 



or more is sold by regional and 

* # + 
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Only a combination of stations 
carp cover Georgia's 
major markets. 



e 




eorgia Trio 



WAGA 



5000 ,w 
590 kc 
CBS Radio 



WMAZ 



10,000 w 
940 kc 
CBS Radio 



represented 
individually and 
as a group by 



The KATZ AGENCY, INC. 



WTOC 

5000 w 
1290 kc 
CBS Radio 




The TRIO 

offers advertisers 
at one low cost: 
• 

CONCENTRATED 
COVERAGE 
• 

MERCHANDISING 
ASSISTANCE 
• 

LISTENER LOYALTY 
BUILT BY LOCAL 
PROGRAMMING 
• 

DEALER LOYALTIES 



In 3 major markets 



NEW YORK 



CHICAGO 



DETROIT 



ATLANTA 



DALLAS 



KANSAS CITY 



LOS ANGELES 



SAN FRANCISCO 
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"No. we don't recommend it 

for CITY driving!" 

When you advertise in Kentucky, you don't have to hit the 
road and cover the wide open spaces. Most of the State's business 
is done within a gentle drive from WAVE'S tower! 

The Louisville Trading Area accounts for 51. 3^ of Kentucky's 
food sales . . . 59-8^7 of its drug sales. WAVE covers this 
concentrated area thoroughly, and also tosses in a quarter-billion- 
dollar slice of Southern Indiana — all without waste, at 
bud get -wise cost! 

How about it want to get going, now? 

5000 WATTS 

WAVE 

NBC AFFILIATE • LOUISVILLE 




Free * Petcrs - Inc - Pxclttsive National Representatives 
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31 ADVERTISERS 

I Continued from page 35 ) 

you the 31 leading firms SPONSOR dis- 
covered were not using air media. It 
also lists their agencies, their ad 
budgets and one major reason they 
cited for ignoring radio and television. 

What is sponsor's over-all conclu- 
sion from this survey? 

First, it completes the shattering of 
the nnth that "advertising is a sci- 
ence" and that advertisers are intense- 
ly concerned with media evaluation. 
Earlier articles in this Media Series 
began to undermine this mvth. This 
article should demolish it entirely. 

Second, this survey demonstrates a 
crying need for media testing and 
evaluation. Too many advertisers don't 
seem to know why they're using the 
media the\ do. or what the results are. 
And quite a few seem scared to death 
to experiment. 

(To get this material SPONSOR went 
directly to the advertiser, bypassing 
his agency, except in those cases where 
the ad manager referred the inter- 
viewer to his agency. Perhaps the 
results would have been less damaging 
to the belief that media selection is 
based on careful analysis and testing 
had agencies been consulted exclusive- 
ly by SPONSOR. ) 

The reasons advertisers offered for 
not using two of the most powerful 
media yet devised broke down into 
these 10 categories: 

1. Product. They either had no 
product they thought the public would 
want, or its use was restricted and 
they felt they didn't need a mass me- 
dium, or the\ felt their product was 
too expensive or, contradictorily . too 
cheap for use of mass media. 

2. Expense. Advertisers spending up 
to SI million a vear told SPONSOR 
radio and/or TV was too expensive 
for them. What were they using? 
Magazines and/or newspapers, which 
traditionally have higher cost-per- 
1.000 circulation than radio. 

3. Distribution. Some advertisers 
said radio gave them too much cover- 
age — where their product wasn't sold. 
Others said radio didn't give them 
enough where thev wanted it. These 
and others additionally pointed to TV's 
gaps in coverage. Inability to match 
circulation of the medium with distri- 
bution of the product was a common 
complaint. Vet some of these ad\er- 
lisers admitted using consumer maga- 
zines or trade papers with a circula- 

SP0NS0R 



Northern Ohio's 
Badge of Authority 




These names 
arrest attention . . . 

Reliable reporting of latest news 
...fast and accurate on-the-spot 
coverage , . , makes listeners 
keep tuned to WGAR. 



JIM MARTIN 

Three early morning 
news casts have driv- 
ers and shift workers 
quoting Martin 
throughout the day. 



CHARLES DAY 

WGAR's news director 
dominates a dinner- 
hour audience at 6 
with the Day's News. 





JACK DOOLEY 

Summarizes the day's 
news events daily at 5 
P.M. and 1 1 P.M. 



JACK PERKINS 

Covers weekend news 
events; frequently fea- 
tures on-the-spot re- 
ports and interviews. 

Able coverage by these top-flight 
newsmen, in Northern Ohio's 
oldest established radio news 
room, gives listeners what they 
want. No wonder they give 
WGAR the "badge of authority! - ' 




In Northern Ohio 

WGAR 

THE SPOT FOR SPOT RADIO 

C I eve I a n d 

50.000 worn ,.>.c„ 

CBS 



# 



Eottern Office: at 
665 Fifth Ave . N Y.C. 
Represented by The Henry I Chriitol Co. 
In Canada by Radio Time Salei. Ltd., Toronto 



tion in am one <°<>nnt\ that \<>u cuulil 
count on tlif fiujier» of vour two 
hainU. 

1. Httdia ami nr 77 " Jhtpped ." 
Nunc advertiser^ hail tried one or the 
other air medium. Fur one of several 
reasons laek of roiitiiiiiit\ . »ood 
spot*, program* or eop\ or beeau-e of 
smarter straleny l>v the competition 
tin' air campaign didn't work. Thi«- 
convinced the ad\eiti>er air media 
were not for him. Some, like I.avoris. 
tried radio I.i or 20 \ear> ago: it wa- 
"not productive." The firm hadn't tried 
it since. 

5. Habit. This word wa-ii't il~ed. 
hut M-veral advertisers said. "We've 
always used nothing hut newspapers." 
or "We're selling with print, so why 
should we try air media'.''" or "Our 
agency doesn't think it's a good idea 
to switeli media now." Habit is en- 
trenched in many advertising sanc- 
tums. 

(). Dealers' lack oj enthusiasm. This 
is a serious one. Several national ad- 
vertisers with co-op programs told 
SI'CAsor they would he glad to pay 
for more radio and TV usage hut the 
dealers or distributors or franchisers 
just weren't interested. Or just as 
fatal, the latter thought a successful air 
campaign consisted of one announce- 
ment on one station every two weeks. 
When nothing happened, they went 
hack to print. 

7. Timidity at the top. Strangely 
enough, this reason was cited by two 
pdvertising executives, who said, in 
efTect: "W e'd use more radio or T\ if 
top management wasn't afraid." One 
added: ""Or fickle." He explained: 
'"W e've had a dozen radio shows; the 
longest ran 26 weeks. W e v e nev er had 
a consistent campaign. No wonder 
nothing much happened." 

<!. Can't get good time or programs 
or both. Cunard Steamship Co.. a 
$503,000 advertiser, is one firm that 
would like to use more TV. but can t 
get the right one-niiniite ?pots. It's 
especially interested in New York. 
Chicago. Philadelphia and Boston. 
Brillo would like to use move T\ but 
can t get the time it wants. 

9. Copy. No advertiser used copy 
as an excuse for not using cither radio 
or TV. But some stressed that thev 
needed color to show the product. Both 
I. S. Plywood, a Si. 2 million adver- 
tiser, and Kastman Kodak, a $2.3 mil- 
lion advertiser, expect to use color TV 
when it arrives. 

10. Aren't sure hou best to set in. 



When Customers 
Tell Dealers: 




It proves your messages 
have the ring of authority! 

WGAR commands the respect of 
a large listening audience because 
of authoritative news reporting, 
outstanding shows and special 
events, both local and CBS. This 
buying audience is yours — to ring 
up results in cash registers! 

ADVERTISERS GET 

RESULTS ON WGAR 

Sales results obtained through 
use of WGAR are reflected in 
the number of years both local 
and national advertisers have 
been with Cleveland's Friendly 
Station ! 

22 1 advertisers 3-5 years 

94 advertisers. ... 6-10 years 
17 advertisers. ... 1 1-1 5 years 
16 advertisers, over 1 6 years! 

WGAR'S PLEDGE 

Based on 2 3 years' experience, 
"WGAR secures from its staff 
and its clients, careful prepara- 
tion and delivery of advertising 
messages to maintain high 
standards and good taste." 

Listeners quote WGAR because 
they've learned to respect its voice 
of authority. We invite you to share 
the impact of this voice for your 
sales messages. 



In Northern Ohio 

WGAR 

THE SPOT FOR SPOT RADIO 

Cleveland 
50.000 woMt 




CBS 



Eastern Office: ol 
665 Fifth Ave . N Y.C. 
Represented by The Henry I. Christal Co. 
In Canada by Radio Time Sales. Ltd., Toronto 
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Some firms are anxious to get into 
either air medium, usually TV, but 
haven't satisfied themselves that they've 
got the right approach. Pu rotator 
Products, of Railway, N. J., which will 
spend over $1 million on advertising 
and promotion next year, for example, 
has run a test or two of TV this year 
and will run some more before making 
up its mind. It says candidly: "We're 
in the position of being afraid not to 
be in TV." 

In summary the main reasons why 
advertisers don't use radio or TV are 



(1) product, (2) budget limitations, 
(3) inability to trace results. 

What do the air experts in the spot, 
network and rep business say about 
this? 

They attributed the failure of some 
consumer advertisers to use either air 
medium to these basic reasons: 

1. Print is more tangible than air 
advertising. It's easier for the adver- 
tiser to visualize the eampaign in ad- 
vance and to merchandise and pro- 
mote it later when it's a magazine or 
newspaper schedule. 



for quick, easy reference 
to your copies of 

SPONSOR 

get the durable new 
Sponsor binder 



looks like a million 



costs only 



$ 4. 



SPONSOR 

40 E. 49th St. 
New York 17 



$4 one binder 
□ S7 two binders 



Please send me Hinder holding 13 issues and bill me later. 

Name 

Firm 

Address 

City Zone State 



2. It's more trouble to buy a spot 
radio or TV sehedule than one in 1 
newspapers. One network executive I 
said: "It's so easy for an agency to 
get 13 or 26 ads approved, and they're 
through. Nobody says Life didn't do 
well in Cincinnati last week, but plen- I 
ty of advertisers will call an agency 
about a radio market when sales (or a 
rating) drop. So lots of agencies 
would rather forget the whole thing." 

3. Some advertisers don't know how 
to use radio or TV and don't want to 
spend the money to find out. One 
radio man said: "Agencies may not 
have a capable radio department and 
therefore assume radio is a dead duck. 
Radio on the other hand has neglected 
to keep the advertiser and his agency 
informed. I've been the first man in 
some towns selling radio sinee the 
war." 

4. Too often the client is "insu- 
lated" from radio (it eould be TV too) 
by his agency, which tells him, "No, 
this is not for us." Or conversely, the 
agency is not prepared to force the 
issue and insist that the client use 
either air medium when some risk is 
involved. "Let well enough alone" is 
a eommon philosophy so long as sales 
are moving ahead. 

5. The influence of dealers, brokers, 
buyers and distributors is sometimes 
enormous. Some firms let the dealers 
determine their media pattern, espe- 
cially under co-op programs. What 
happens then is that newspapers alone 
are used, or air media are misused. 
One radio expert took this crack at 
TV: "Sometimes the dealers stampede 
the firm into using TV when it should 
be using radio!" 

sponsor asked one air media expert 
for a rule-of-thumb in selecting media, 
and here is what he said: "For my 
money I'd use all four media — dollar 
for dollar — for you get results with 
each. I'd use TV for impact, radio for 
its great coverage and low cost, news- 
papers and magazines because they're 
tangible."' 

Whv isn't more effort made to sell 
non-air users? 

Here is the explanation given by one 
radio salesman: "It's too mueh work, 
and we're too busy with regular users 
to go after new business except the big 
advertisers — and they're few and far 
between. It's too much work beeause 
of three reasons: First you got to sell 
the medium, then the station or net- 
work and finally the property (pro- 
gram). When business gets tougher, 
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we'll all go after I lie non-n>ers. Mean- 
tinie we're living high oil the hog." 

si'onsok interviewed some 20 adver- 
tisers in three states for their iron-use 
or limited use of air media. Follow- 
ing is a capsule description of the ad- 
vertising practices of some of them, 
div ided l>y rategurv : 
lrarvl: American F.xpurt Line* 
Spend.* S50.'i,()0() on print. It feels 
"magazines and newspapers play n I 
higger role in building passenger traf- 
fic" than do air media. It has never 
tried the latter. One reason: Its aver- 
age sale is for n §200 trip (a luxury i 
item I ; it feels much air circulation 
would he wasted. Kdnuiud I'. Roberts 
is ad manager. Cunningham & W alsh 
the agency and Cal Giegerich the ac- 
count executive. 

Cimard Steamship Co.. a §563.000 
spender on print, uses no air now hut 
disagrees with American Export, espe- 
cially regarding TV. It has filmed a 
one-minute West Indies cruise com- 
mercial and hopes to get some good 
spots on TV stations in New Vork. 
Boston, Chicago and Philadelphia, 
Travel, it says, has a visual appeal 
which TV can get across. Howard \V. 
Kramer is ad manager and public re- 
lations director. Cecil & Presbrey and 
Kelly, \ason are the two agencies. 
Hooks: Harper & Bros, spends §251.- 
•185 on newspapers, a little on partici- 
[xations in two TV hook programs in 
Los Angeles and San Francisco. Radio 
and TV, it feels, 'are fantastically ex- 
pensive for book publishers because, 
whatever the audience is, not all of it 
h book buyers. It's too expensive to 
try to change the tastes of people, so 
media reaching book lni)ers only are 
used." Harper's never took an appro- 
priation for one book and tested it 
against a newspaper. Usual expendi- 
ture on one book: §900 to §1.500. 
Book ad manager is Mrs. Frances 
Lindley. Agency is Denhard & Stewart. 
rash'ums: Saks & Co. has 14 stores. 
Saks Fifth Avenue alone spends §230.- 
810 on magazines plus much more on 
newspapers. Saks will try air media 
''if anyone shows us we could do bet- 
ter." It tried TV announcements for 
its fur storage serv ice three years ago. 
little since. Colleen Utter is sales 
promotion director. Lillian lleiferman 
the advertising manager of Saks Fifth 
Avenue. J. R. Flanasan is the agencv. 

S. Augstein & Co.. women's clothing 
manufacturer, spends §300.000 nation- 
all y on space but backs its retailers oil 
a 50-50 co-op basis in their use of 



CKLW 




LOWEST COST 
MAJOR 

STATION BUY 
IN THE 

DETROIT AREA 



YOUR ADVERTISING 
"DOLLAR DISTANCE" IN TERMS 
OF SALES RESPONSE! CHOOSE 
CKLW, THE LOWER COST MAJOR 
STATION TO GET YOUR ADVER- 
TISING MESSAGE ACROSS IN 
THE DETROIT AREA! . . .AND 
WATCH YOUR SALES CHART 
GROWup...UP...UP! 



Adam J, Young Jr., Inc. 
National Representative 



CKLW covers orrr 17,000.000 
population in fire 
important states! 



50,000 

WATTS 
800 KC. 





Gvdrdidn Building 



Detroit 26, Mich. 



J. E. Campeau, Pres 
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radio, TV and newspapers. "We do 
national magazine advertising for them 
to tie in with locally at the times they 
find best and featuring the styles they 
think best to promote,'' sa\s Adver- 
tising Manager Charles B. Strauss. 
Hewitt. Ogilvy. Benson & Mather is 
the agency. 

Florida Fashions, a mail-order house 
producing low-cost women s dresses, 
spends $117,919 (ITB and AM 'A fig- 
ures) for print advertising, nothing 
for air. It tried TV in 1951 and 
dropped it because "too much confu- 
sion resulted": Orders did not give 
complete information I right sizes, for 
example I ; customers refused the C.O.I), 
package, not having the read) cash. 
I he firm felt the returns did not jus- 
tify the cost. Jack Danowitz handle* 
advertising; Byrde, Richard & Found 
i» the agency. 

Ctuulij; Stephen F. Whitman & Son 
of Fhiladelphia thinks TV is "the 
greatest medium there is" and won't 
spend more than a few pennies of its 
SI million ad budget on video this 
coming vear. Reason: It feels TV is 
too expensive for selling candy al- 
though Mais and Feter Faul. for ex- 



ample, are concentrating their million- 
dollar budgets on both air media. In- 
stead Whitman is going into its first 
national newspaper campaign at the 
recommendation of its agency, Ward 
Wheelock, of Fhiladelphia. It has been 
traditionally in magazines. In TV 
Whitman had a segment of Show oj 
Shows for 39 weeks three years ago. 
later used 20-second announcements in 
35 markets. For New York it used six 
announcements a week. In Fhiladel- 
phia it is still using one announcement 
a week. Whitman has not tried radio. 
Julian Barksdale is sales manager. 

Express service: Railway Fxpress 
Agency will spend close to $500,000 on 
print media through Fuller & Smith & 
Ross and Robert W. Orr this year, but 
nothing for air. Reason: It feels it 
can best reach its potential market — 
businessmen in shipping departments 
— through print media and is opposed 
tc "scattering our shots/' The com- 
pany did use a radio announcement 
campaign several years ago in \ew 
\ork. Victor Dell Aquila is advertis- 
ing manager. 

/ii.viiniiirr: Mutual Life Insurance 
Co. of New York is spending $500,000 



1000 WATTS 




Charleston's most far reaching station 



There are audience surveys — and 
there are audience surveys. 

"Some are better than others — all are 
indicative. 

BUT — the only true indication is 

RESULTS 
Nuf said." 



of CHARLESTON 
SOUTH CAROLINA 



For joe and Company 
S, E, Dora-Clayton Agency} 



All this and Hoopers too! 
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on print media this year, verj little on 
radio. Reason: It feels a national 
radio or TV campaign would be "too 
expensive' ; it's restricted by law, as 
are all insurance firms, as to amount it 
can spend to acquire new business. 
Russell V. Vernet is advertising direc- 
tor: Benton & Bowles the agency. 

National Board of Fire Underwriters 
is also spending $500,000 — on insti- 
tutional-!} pe advertising. It used net- 
work radio about six \ears ago, hasn't 
since for a remarkable reason: It is 
governed by committees, and there has 
been "no favorable committee action" 
on air advertising for some time. 
1 heodore W. Budlong is advertising 
manager; J. M. Mathes the agency. 
Plywood: The U. S. Plywood Corp. 
has a $1.25 million budget, of which 
half goes into print and the other half 
for non-air advertising and promotion. 
It uses no air media for its plywood, 
doors, glue, Micarta and other prod- 
ucts because (1) it wants color and 
\ isual impression; (2) it wants na- 
tional circulation. It hopes to do some- 
thing with color TV when it arrives. 
Richard S. Lowell is advertising man- 
ager; Ken yon & Eckhardt the agency. 

Oil: Pennsylvania Grade Crude Oil 
Association of Oil City, Pa., is spend- 
ing $250,000 on consumer magazines 
this year. It has been concentrating on 
thein almost exclusively for 30 years. 
"Budget limitations" keep it from 
using radio or TV. It has "no preju- 
dices" against either. W. C. Wenzel is 
executive manager; Meldrum & Few- 
smith of Cleveland the agency. 

Pennzoil. another Oil City resident, 
spends $408,145 on magazines, an 
additional sum ("just a trace," less 
than 5 f < ) on spot radio in 50 mar- 
kets, TV in three markets (all co-op). 
Its position: "Our media pattern de- 
pends mostly on the distributors. If 
they want radio or television, we go 
along. We sell only oil. There's no 
way we can control the dealers, who 
handle other oils too. So we have to 
depend on public acceptance to sell 
our brand. And as a result we depend 
on national magazines for our main 
advertising effort, and merchandise 
them to beat the band."' E. F. John- 
son is advertising and sales promotion 
manager: Fuller & Smith & Ross of 
Cleveland, the agency. 

C'dii.v: American Can had Ben Bernie 
and All the Lads on NBC Radio from 
1935 to 1937 when it introduced the 
beer can, has used no network adver- 
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""[ft fee grateful people say : 



Communist machine-gun fire dropped him In 
combat. But whole blood kept him alive, saw 
him through the hospital. He thanks you for 
his lite. 




She'd been exposed to polio. A new serum, 
Comma G/abu/m, made (rom blood, helped 
ward off the dread disease. She thanks you 
for her lite. 





A tornado whipped suddenly across her home 
town. She was badly injured by falli-iq debris. 
But a quick operation, several transfusions 
pulled her through. She thanks you for her life. 



We're 



HERE ... 



because uou w&rcTHERf! ! 



Each one of these people is alive today because some- 
one gave blood. 

If you've given blood before, you know how easy it is 
— how quick and painless. And you know what a 
wonderful feeling it is when you realize that what you've 
done may give another person his life. 

Now you are asked to give blood . . . again and again. 
And you can do it safely every 3 months. 

Because America's need for blood has increased 
enormously — for our armed forces, for accident and 
disaster victims at home, for new disease-fighting serums. 

Many a life hangs in the balance! Will you help? 
Call your Red Cross, Armed Forces or Community 
Blood Donor Center today! 

BUSINESS EXECUTIVES 
CHECK THESE QUESTIONS 

If you can answer "yes" to most of them, you— and your company- 
are doing a needed job for the National Blood Program. 



o 
o 
o 
o 



HAVE YOU GIVEN YOUR EM- 
PLOYEES TIME OFF TO MAKE 
BLOOD DONATIONS? 

HAS YOUR COMPANY GIVEN 
ANY RECOGNITION TO 
00N0RS? 

00 YOU HAVE A BL000 
DONOR HONOR ROLL IN YOUR 
COMPANY? 

HAVE YOU ARRANGE0T0HAVE 
A BL00DM0BILE MAKE REGU- 
LAR VISITS? 



o 



HAS YOUR MANAGEMENT EN- 
00R3E0 THE LOCAL BL000 
00N0R PROGRAM? 



OHAVE YOU INF0RME0 EM- 
PLOYEES OF YOUR COMPANY'S 
PLAN OF CO-OPERATION? 



o 
o 



WAS THIS INFORMATION 
GIVEN THROUGH PLANT BUL- 
LETIN OR HOUSE MAGAZINE? 

HAVE YOU C0N0UCTE0 A 
00N0R PLEOGE CAMPAIGN IN 
YOUR COMPANY? 



o 



HAVE YOU SET UP A LIST OF 
VOLUNTEERS SO THAT EFFI- 
CIENT PLANS CAN BE MAOE 
FOR SCHEOULING 00N0RS? 




Remember, as long as a single pint of blood may mean the difference 
between life and death for any American . . the need for blood is urgentl 

NATIONAL BLOOD PROGRAM 



OIV 





...give it again and again 
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tising since. It spends some $225,000 
a j ear on institutional-type advertis- 
ing, occasionally buying a little spot 
radio when a new plant is opened or 
to commemorate ''Commercial Can- 
ning and Freezing Week" I late in 
October). But until it comes up with 
a product "directed at the ultimate 
( onsumer," it expects to stay olT the 
air. Whitney King is advertising and 
marketing manager; Young & Kubi- 
cam the agency. 

Oil filters: Purolator Products, Rail- 
way. N. J., manufacturer of an oil and 
fuel filter, the former for automobiles, 
wants to get into TV on a bigger scale 
but is going ahead slowly. It will 
spend over SI million next year on 
advertising and promotion with half 
going into consumer and trade maga- 
zines. The TV budget is undecided be- 
cause it feels more testing is necessary. 
To date Purolator has tried several 
programs on a local basis (Cincinnati 
and Cleveland) and intends to run 
some more tests. James Lightburn is 
assistant to the vice president; J. Wal- 
ter Thompson the agency. 
Vtictutttt cleaners: Lewyt Corp. is 
probably tops among major manufac- 
turers of consumer products not using 



a dot of radio or television. Of its S3.4 
million ad budget, only $75,000 is 
going into radio and TV this year and 
possibly as much as $125,000 next 
year, all co-op. The reason is a nice 
reverse twist: Lew\t's top management 
wants to use more spot radio and TV 
but most distributors prefer newspa- 
pers I $2.5 million of that piece of 
change is going into newspapers). So 
the compan) is making a considerable 
effort "to sell local distributors on ra- 
dio and television.'' It now sends out 
recorded radio commercials and TV 
film instead of the old mimeographed 
scripts. But "newspapers are the 
easiest thing for the distributors to 
handle: the\ get them quick action, 
and historically appliances have been 
sold \ia newspapers," so Lewyt doesn't 
expect sensational results overnight. 
Additionally "distributors don't have 
the knowhow'" or experience and will 
consider one or two announcements a 
week a satisfactory radio or TV cam- 
paign. Lewyt has just run several 
campaigns, ranging up to 4.000 to 
5.000 announcements in Detroit and 
1,000 in one month in Louisville, to 
show the distributors what can be 
done. A $10,000 campaign has just 



In this 5-Station Market, 
Any way you look at it 
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^^^15-Min. Periods, 6 a. m. to Midnight 

WSYR FIRST ... in 50 periods 
WSYR SECOND in 22 periods 

72 
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NIEISEN 1952 
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WSYR FIRST 
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NBC Affiliate • Write, Wire, Phone or 
Ask Headley-Reed 
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begun in Philadelphia using The News 
on WFIL-TV for three months. Lewyt 
has kept a close check on results and 
will show them around to other dis- 
tributors to stir up interest in success- 
ful ways to use air media. Donald B. 
Smith is advertising and sales promo- 
tion manager: Hicks & Greist is the 
agency. 

(*tis: American Gas Association used 
a cooking program over a split radio 
network some time ago, "couldn't hold 
the network together" and hasn't tried 
the air media since. But it serves its 
company members with TV commer- 
cials. It will spend around $850,000 
on advertising this year. Norval D. 
Jennings is advertising manager; Mc- 
Cann-Erickson and Ketchum, McLeod 
& Grove (Pittsburgh), the two agen- 
cies. 

Carpets: Bigelow-Sanford Carpet Co. 
claims to be the leader of the carpet 
field, yet it spends $672,830 on maga- 
zines and nothing on air media with 
the exception of commercials mailed 
to dealers. It used Paul Winched and 
Jerry Mahoney and the Bigelow 
Theatre on TV several years ago but 
dropped out on the grounds that TV 
was ''too costly" for a rug firm. How- 
ever, it is watching the success of such 
TV users as Lees and Masland with 
great interest. Don't write Bigelow- 
Sanford off when color TV arrives. R. 
Richard Carlier is advertising man- 
ager: Young & Rubicam the agency. 
Cleansers: Brillo Manufacturing Co., 
maker of Brillo cleanser and soap 
pads, is spending $664,626 on print 
but not much on TV and nothing on 
radio. It's using 20-second announce- 
ments in the 15 leading TV markets 
plus Racket Squad on WABC-TV, New 
York. It would like to use a lot more 
television "but we haven't been able to 
buy what we want." So when "we 
can t get TV coverage, we go into 
newspapers."' Brillo has used spot and 
network radio in the past, doesn't now 
because it feels the cleanser and the 
pads have to be demonstrated to be 
sold. John H. Loeb is advertising 
manager: JWT the agency. 

Why don't some advertisers use the 
air media? 

One who does said in looking over 
the above list: ''For every advertiser 
who ignores the air. there are a dozen 
in each of the categories you cited who 
have used either radio or TV success- 
fully. Por an advertiser not to use any 
one of the major media is not so much 
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a reflection on the medium as on the 
fact that lie hasn't learned how to use 
j t i" * * * 

SI'OSSOICs Media Study 

I'ttblishcd to date: 

You can order these articles 
now or wait till the book ap- 
pears at the close of the series. 

(Introductory article, "Why 
sroxsoK spent S months eval- 
uating: media" published G April 
lit .13.) 

1. Why evaluate media? 

(20 April 1953). 

2. Media Hasics — / newspapers, 
direct mail, radio, magazines 

( 1 I/ay 1953). 

II. Media Basics II Tl , business 
pafiers, outdoor, transit 
( 18 May 19531. 

I. How to choose media, part I 
(1 June 195.3). 

."». How to choose media, purl II 
( 15 June 1953 > . 

ft. if hat you should know about 
Life's {-media study (29 /u/ie 
1953) . Supplementary article on 
same topic: "Is LifeV media 
study lair to radio and Tl Y" (o 
debate). 13 July 1953. 

7. Beware ol these media research 
piljalls, part I (27 July 1953). 

8. lieuare of these media research 
pitfalls, part II 121 August 1953). 
.*>. How 72 leading agencies evaluate 
media (7 September 1953). 




Same old story 
in Rochester . . . 

WHEC WAY 
OUT AHEAD! 

Consistent audience rating 
leader since 1943. 

WHEC 



10. How 91 agencies evaluate 

media <21 September 1953). 

t I. How ISBDO evaluates media 

(5 October 1953). 

111. I low Emit Mogul tests media 

ueeldy for Rayco ( 19 October 1953). 

III. Why these 31 corporations 
don't use air media < 16 November 
1953). 

To be published: 

I I. What's wrong with air and 
print measurement services 

f.1. The client who bet SI 
million on its media test. 

Hi. How to set up a "fool- 
proof media sales test. 

17. Psychological aspects 
of media. 

lit. Sales impact of radio and Tl . 
|,*J. \ew media evaluation and 
research del elopments. 
'2(1. *wSMSfC* conclusions. 



CARS ON THE AIR 

[Continued from page 45 i 

development of more precise time buy- 
ing methods as well as keener radio 
promotion has led to an increasing 
number of purchases aimed at reach- 
ing America's millions of motorists in 
their cars. 

Another important factor in the auto 
makers' salaams to the broadcasting 
media — and this applies primarily to 
network TV — has been the impact of 
the personality-salesmen. Two of them 
stand out: Ed Sullivan for Lincoln- 
Mercury on CBS' Toast oj the Town 
and Grolicho Marx for De Soto on 
NBC's You Bet Your Life. In terms 
of television both have had long lives 
as car salesmen. Ed Sullivan recentlx 
celebrated his fifth anniversai) on the 
air and Groucho Marx is now" in his 
fifth season. 

The success of the pair I in both 
cases the dealers are crazy about them. 
sponsor was told I had a lot to do 
with emergence of TVs newest car 
salesman. He is Uaxe Garroway and 
his bos* i> Po:i!iae. In a sense. Dave 
Garrowaj is not new to selling autos. 
He'« had lots of experience on XBC's 
carlx morning show Today, which has 
hem a fa\orite among auto manufac- 
turer!-, especial!) when the new mod- 
els come out. 

While the Garroxvax touch has add- 
ed an intere.-ting dimension to TV en- 
tertainment Pontiac had more than 
that in mind when it bought the half- 
hour Dave Carrouay Slioir which is on 
\HC Fridav nights' at P>:00. Paul Po- 



le), vice president of MacManus. John 
& Adams and Pontiac account execu- 
tive, told spo.nsou: 

"'Pontiac chose this particular show 
because of its interest in using televi- 
sion as a selling (italics Foley's) ad- 
vertising medium rather than strictly 
as an entertainment vehicle to which 
an unrelated selling message is ap- 
pended. Pontiac feels that personal 
salesmanship is the key to successful 
use of TV in selling durable consum- 
er goods." 

While Pontiac is congratulating it- 
self over latching on to a first-rate TV 
salesman, other car makers are beat- 
ing the talent bushes to flush out per- 
sonality-salesmen of their own. By the 
looks of things thex'll need them, since 
the auto business, for the first time 
since World War 11. is facing what 
is commonly called a "normal, com- 
petitive market." 

The fact of the matter is that the 
postwar auto boom is oxer — and the 
car makers know it. So chalk up an- 
other reason for heavier radio and TV 
buying. 

When the auto manufacturers speak 
of a "normal, competitive market' they 
mean that, with postwar car hunger 
appeased, the replacement market 
phase of auto selling has taken over. 
The first signs of a serious slippage in 
sales appeared late in the summer and 
led to a rash of one-dax blitz sales, 
which is still going on. (See "Hoxv 
saturation radio put the razzle-dazzle 
in Ford one-dax sales" sponsor. 19 
October 1953.) 

By the end of this xear there xvill be 
about 44 million passenger cars in the 
I'.S. compared to about 25.000.000 at 
the end of World War II. About 70 r 'c 
of U.S. families now own cars and in- 
dustry statisticians figure that the per- 
centage won t go much higher except 
if there is a substantial leap in the 
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I here were twenty prizes. It look 
I'rof. K. \. Collins of Iowa Slate Col- 
lege, and his cohorts, six hour?. |o judge 
all the entries:. ,\n quiz program no 
Mi-s Khei nsioitl — n<< essay. Hiis was 
W'MT's Farm Gadget Show at the Iowa 
State Fair. 

.Not long ago. when the Wall Sited 
Journal discovered Iowa, it pointed out 
that lowaus speedily be:arne skilled 
workers when induslr) moved in. Most 
farm hoys are good mechanics, having 
taken a tractor apart land reassembled 
ill while still in high school. The girls 
have dexterous fingers, fine for wiring 
intricate electronic hook-ups. 

The ingenuity of lowaus inspires in- 



dustrial growth. Collin- liadio of Cedar 
Uapicl- i annual put roll il-i million ' 
grew out of gadget-. ile\ eloped l>\ a 
radio ham to improve short-wave recep- 
tion. ShealTer s -clf-fillhm fountain pen 
came about because of a jeweler s im- 
patience with eycdropper-I'lled barrel 
pens. Maytag** .'i, ■")()() einp!o\e"> owe 
their jobs to a rne< hanically-niiuded 
farm bo\ who made lumd-powcrcd 
washing machines, subsequently added 
electric motors. 

\\ M I s interest in gadf;etr\ isn't en- 
tirely altruistic. One of these da\s -rune 
lowan is going to invent a new birthd i\ 
for Jack Henin. We want to be in on 
the ground floor. 



WMT and WMT-TV 

CHS for Eastern Iowa 
Mail Address: Cedar Rapids iStttintial lieps: The Kalz Agency 
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productivity of tlie l.S, economy. 

Even if the economy expands at 
about its normal rate of about 2% per 
year, the auto industry figure? that 
auto production will have to he cut 
down below its 1953 rate. De-pite the 
recent dip in auto sales 1953 has been 
a good year — the second best year in 
auto history. Most estimates assume 
that about 6 million cars will be sold 
this vear. 

As the lines of battle are drawn for 
195k two questions come to mind: 
(1) Can Ford, now in second place, 
succeed in its mighty effort to catch up 
to Chevrolet, sales leader of the in- 
dustry? (2l Will the independents 
hold on to the increased share of the 
market thev captured after World War 
II? 

So much for the industry back- 
ground. Now, what about the specific 
facts on radio and TV? Here, corpora- 
tion by corporation and car by car, is 
the story of how the air media have 
been used and are being used: 
General Motors: As a corpora' ion. 
Ceneral Motors is more active in insti- 
tutional air advertising than any other 
firm. GM's size indicates one reason 
why this is so. Its leading institutional 
effort is the Henry J. Taylor commen- 
tary program, Your Land and Mine, 
on ABC Radio every Monday night 
from 8:00 to 8:15. Last year the pro- 
gram's average lineup was about 175 
stations until December, when it 
jumped to about 320 stations. The 
lineup now is about 330 stations. 

CM also gets prestige plugs on the 
National Collegiate Athletic Associa- 
tion football games, telecast on NBC 
TV. which GM bought primarily for 
its five cars, trucks and Frigidaire, sta- 
tion breaks and all. 

Other GM institutional shows dur- 
ing this year and last include (1) the 
seven and one-half hour coverage of 
the Coronation of Queen Elizabeth II 
on NBC Radio and TV 2 June. (2) the 
Presidential Inauguration on NBC TV 
20 January, (3) the GM Motorama of 
new cars on CBS TV 16 January (GM 
also bought NBC TVs Today for eight 
days in January this %ear to introduce 
its new cars), and (I I the Fisher Body 
Craftsmen's Guild Scholarship Award 
Dinner, which was on NBC Radio and 
TV 18 August this year and on ABC 
Radio and TV and l)u Mont last jear. 
and (5) One Yuletide Square, a one- 
shot Christmas show on NBC TV on 
Christmas Dav, 1952. 



Ford Motor Co.: While not as active 
as GM in promoting itself institution- 
ally Ford almost made up for it with 
its Fiftieth Anniversary TV show on 
both NBC and CBS 15 June. Gross 
time costs alone came to nearly $200,- 
000 and the talent was even more. The 
show was seen on 59 NBCioutlets and 
56 CBS stations. 

Chrysler Corp.: Last July, Chrysler 
Corp. began its Medallion Theatre on 
CBS TV (10:00-10:30 p.m. Saturday). 
It advertises all four Chrysler cars and 
is a straight selling proposition. The 
corporation s only recent institutional 
effort was a one-shot prograni called 
Progress on CBS Radio last 15 June. 

Getting into TV* late, Chrysler ended 
up opposite the last half hour of Your 
Show of Shoivs. Its last Nielsen rating 
was 21.2. A drama show, Medallion 
Theatre, directed at the family, is on 
115 stations. The agency, BBDO, has 
a factory and dealer O.K. to shoot for 
167 stations, which is a record of 
some kind on TV. 

Chevrolet: The top selling automo- 
bile of recent times, Chevrolet is rep- 
resented on the American road by ap- 
proximately 10 million current owners. 
It looks like it s headed toward recap- 
turing the more than 25% of the U.S. 
market it had before the war. 

Besides the NCAA telecasts Chevro- 
let has one network TV show and is 
building up a second one in a rather 
unusual way. Its current- showcase is 
the 15-minute Dinah Shore' program 
twice a week on NBC, now in its third 
season for Chevrolet. Gross time and 
talent costs per week are $55,000. The 
second show is Chevrolet Showroom. 
now sponsored by New York area 
dealers on WABC-TV. Campbell- 
Ewald has gotten approval for the 
show from dealer groups in Detroit, 
Philadelphia and Cleveland and it will 
be seen in Detroit beginning 20 No- 
vember. The intention is to build an 
ABC network for the show in this step- 
in -step fashion. 

Ford: The Ford Dealers of America 
have sponsored Ford Theatre on NBC 
TV since October 1952. During the 
previous summer, the Ford vehicle was 
the then-new Mr. Peepers and that was 
preceded by Ford Festival. By the 
looks of things Ford Theatre is here to 
■'tay since the dealers, who have their 
say through a committee, like it. The 
show is distinctive for its commercials. 
Dr. Roy K. Marshall, the commercial 
spokesman, explains technical aspects 
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of autos in n simplified \\;i\ nn<l 
doesn't nuMilion Ford until the cud of 
the commercial. 

Although Fords radio network 
idiow. Bob Tiout and the Nmrx (CBS1, 
niifi dropped hi-t June, dealer radio 
sj>rM activity has heen speeded up in 
recent months alter a period of quiet. 
Spot radio is bring bought in every 
nnr' of Ford's 33 sales districts. 
riifitmulh: The PU mouth dealer >et- 
iiji is unique in the auto industn. 
TIktc is no such thing as a dealer who 
handles only Plymouth. There are 
I'ilher Chn -derd'lv mouth or I)e Soto- 
IUv mouth or Dodged'Iymouth dealers. 
Consequently, there ha> been no dealer 
organization like Ford and Chevrolet 
dealers have. And. until this fall, there 
has been no co-op advertising budget. 

The premiere of a Plymouth co-op 
budget portends some aggressive ad- 
vertising. It has been estimated that 
Plymouth will spend $6 million on ad- 
vertising this vcar. 'I he co-op budget 

expected to add another Si! million 
during 1954. according to trade re- 
in trts. 

Plymouth has no network show of 
its own at present. It shares commer- 
cial time on Medallion Theatre and oc- 
casionally gets mentioned on the De 
Soto TV show. You Be/ Your Life. 
However. X. W. Aver is shopping for 
a network show to give Plymouth ad- 
vertising on the air a continuity it 
hasn't had. at least so far as recent 
vears are concerned. 

Last spring, Plymouth bought a 10- 
week burst on TV using ABC Allmni, 
which was retitled Plymouth Play- 
house. There were even shorter burst> 
on TV last year. Plymouth sponsored 
the East-West professional football 
game on l)u Mont and bought into To- 
day during five days in November to 
push the new model. Aver also went 
in for saturation program buys on net- 
work radio during November of 1952. 
In a four-dav campaign it bought nine 
programs on NBC and CBS Radio: 
Gunsmoke. Junior Miss. Mr. Chame- 
leon. The Lineup. Henry Aid rich. Ja- 
son and the Golden Fleece. Judy 
Canova. Meredith Wilson's Music 
Room and Red Shell on. 
It nick: The best-selling car after the 
"low-priced three" is Buick. It almost 
overtook Plymouth in 1950. and 
pushed Dodge out of fourth place in 
1947. 

Buick is spending most of its air 
monev on the Buick-Berle Show on 



NIK' TV. That makes quite a pot of 
money, nearly $1 million a year. Fx- 
cept for new car announcements Bui< k 
leaves spot to the dealers. Berle is now 
on more than 1 1<I stations. {53 of them 
live. The show is heav ily promoted by 
Buick to the dealers and by NBC to it- 
affiliates. 

Like other CM cars. Buick has its 
share of commercials on the NCAA 
broadcasts. Last season the Buick Cir- 
cus Hour was on every fourth week in 
the Berle Texaco Star Theatre slot but 
the show didn't exactly set the world 
on fire. For its new ear announcements 
this coming January. Buick is expected 
to repeat its network radio saturation 
bins of previous years. In January 
1952. for example. Buick bought seven 
shows. In January 1953. the figure was 
nine plus one week of Today on tele- 
v ision. The radio shows were all one- 
shots. 

I'oni'uic: Starting out after the war in 
sixth place in sales. Pontiac jumped 
into fifth place in 1948. It is now set 
for the 1954 auto sweepstakes with 
what it considers a eraekerjack T\ 
salesman — Dave Carroway. MacManus, 
John & Adams, the Pontiac agency. 



sold the idea of a ( /arrow av -how to its. 
client but had a lot of trouble getting 
it slotted this fall. NBC tried to talk 
Pontiac into putting the show opposite 
/ Love Lucy (with talent and produc- 
tion costs for free I and when that wan 
turned down tried to -ell a portion of 
1 our Show of Shows with Carroway 
doing the commercial. Finally. NBC 
moved the RCA I irtor Shou w ith Den- 
nis I)a\ oppo-ite Lucy and the new 
Dare Carrouay Show moved into the 
emptied spot, {>:()() to <»:3() p.m. on 
Friday s. 

Pontiac ha- a double-barreled sell- 
ing weapon on TV on Saturdays. It 
has its portion of commercials on the 
NCAA games plus the Pontiac Score- 
board, which is on 15 minutes follow- 
ing the NCAA games. 
Of<f.vniof>if<>: IJke Pontiac. Old-mo- 
bile (No. six in car sales) ha- commer- 
cial? on NCAA games plu* a 15-min- 
ute football show of its own. T he lat- 
ter, dubbed the Oldsmobile Press Box 
Preview, precede- the NCAA games. 
Oldsmobile had been shopping for a 
new network T\ -how but finding it 
difficult to get the right show and the 
right slot it has settled, for the time 
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being, for expanding its legular net- 
work show on CBS TV, Doug Edwards 
arid the News. This quarter-hour early 
evening show, sponsored by Olds three 
times a week, is now on 32 stations and 
the agency. 1). P. Brother, is shooting 
at a target of 47 stations by the end of 
December. 

As for spot. Oldsmobile is in more 
than 20 TV markets. Radio spot ac- 
tivity is mostly that of individual deal- 
ers with about 100 markets getting a 
steady diet of announcements and pro- 
grams. The factory buys another 150 
markets or so, most of them small. 
f)orfr/<>: Dodge hasn't been doing so 
well since the war. In 19-1-6 it was in 
fourth place in sales but by 1950 it had 
slid to eighth place. It recovered some- 
what, copped sixth place in 1951 and 
1952 but now is running in sevendi 
place. 

Except for Medallion Theatre, Dodge 
is not represented on the networks. It 
had some bad luck with a TV show on 
ABC in 1950. It was called Show Time 
U.S.A. and it left a bad taste in the 
client's mouth for a while. There are 
reports, however, that the agency, 
Grant Advertising, has been looking 
around for a proper T\ vehicle. 

| WHBF ^ 
I +CBS I 



Adds up to — 
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Dodge will spend about SI. 3 million 
on spot radio and TV this year and its 
dealers are expected to lay out an- 
other 8900,000 on spot. In introducing 
the "54 model last month, the factory- 
dealer schedule was as follows: (1) 
for the top 100 radio markets, an av- 
erage of three announcements a day 
for 21 days. (2) for the top 50 TV 
markets, one announcement a day for 
14 days. Spot activity is not continu- 
ous. The previous radio spot campaign 
took place in May (88 stations for two 
weeks) and June (121 stations for two 
weeks) . 

Lincoln - Mercury: Toast of the 
Town, sponsored on CBS TV Sunday 
nights by Lincoln-Mercury dealers, 
stands out from all the other network 
auto shows. It is a double-pronged 
broadcasting and promotion package 
that provides national coverage on the 
air and selective local impact via the 
tours of the show's personality-sales- 
man, Eel Sullivan. 

The tours started out two years ago 
with a "Modern Living" promotion 
theine centered around the Lincoln. It 
worked well and was extended to in- 
clude the Mercury, too. About a dozen 
kev cities are selected for visits each 
year. The tours involve department 
store tie-ins, fashion shows, addresses 
to women's clubs, local charity tie-ins. 
the greeting of Ed Sullivan by promi- 
nent local political figures, parades — 
in other words, the works. 

Besides laving out money for the net- 
work show and Ed Sullivan's tours, 
dealers are active in radio spot and. to 
a lesser extent. TV spot. The factory 
recently bought four weeks of spot ra- 
dio to supplement a dealer drive and 
dealer groups began a spot radio cam- 
paign on 21 October which will run 
well into this month. 
Studebaker: The largest of the inde- 
pendents in terms of car sales. Stude- 
baker has been in ninth place the past 
four years. It is primarily a spot ad- 
vertiser, the only recent network effort 
consisting of a four-week participation 
in //// Star Revue on NBC TV last 
March. The participations were bought 
to plug the new '53 model. Studebaker 
and its ad agencv. Roche. Williams & 
Clea rv are definitely interested in a 
regular TV network show but can"t see 
where they'll find themselves a good 
slot. 

Studebaker uses spot radio in all the 
principal markets of the U.S.. except 
for New ork and Chicago. Over the 



years it has built a "network" of sta- 
tions which it uses regularly. About 
95% of the client's spot radio consists 
of newscasts, many of them aimed at 
car drivers. A limited number of mar- 
kets have spot TV, bought by dealer 
groups. These markets are New York, 
Philadelphia, Chicago, Milwaukee, St. 
Louis, Detroit, Boston and Los An- 
geles. 

Chrysler: The Chrysler Division of 
Chrysler Corp. has never been very 
busy on the networks. Its only air 
advertising now is via Medallion Thea- 
tre. Two years ago the division spon- 
sored Treasury Men in Action on NBC 
TV for 13 weeks. The factor)- was ac- 
tive in spot last year but not this and 
has bought, instead, a hea\ r y news- 
paper schedule this fall for its '54 
models, which are already out. 

Dealer spot radio co-op money has 
been spent in nearly 300 markets dur- 
ing 1953. For TV, the market figure 
is less than 25. Dealers have bought 
such films as Foreign Intrigue (De- 
troit), Dangerous Assignment (Wash- 
ington) and Famous Playhouse (Chi- 
cago). The New York Chrysler-Plym- 
outh dealers have just bought Stork 
Club, which started 28 October. 
.Yo.vli; The second largest independent 
in terms of sales, Nash has been pushed 
out of 10th place by the Chrysler Di- 
vision. Both factory and dealers are 
heavy spot users and an air campaign 
is being readied for the new car, out 
20 November. Nash's agency, Gever 
Advertising, is in the market for a net- 
work TV show. 

De Soto: Nothing warms the cockles 
of a De Soto dealer's heart so much as 
hearing a customer say "Groucho sent 
me." And. according to De Soto's 
agency. BBDO. he hears it quite often. 
Agency, factory and dealer alike con- 
sider the Groucho Marx show. You Bet 
Your Life (on both NBC TV and Ra- 
dio), one of the hottest network prop- 
erties on the air. This is the fifth 
season it has been selling for De Soto 
and the "Tell 'em Groucho sent you" 
phrase is now used in newspapers as 
well as TV. 

De Soto dealers have been spending 
more money on radio spot this year 
than last while spot TV expenditures 
are running about the same. For in- 
troducing the '54 car, which came out 
5 November, the factory used teasers 
in spot radio and TV for a period of 
about two weeks before the premiere 
and followed through afterward with 
another 10 days or so of announce- 
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incuts. Practically every TV market 
and nearh 151) radio markets were 
bought for tin* new car campaign, 
supplemented by dealer activity. 
CattiHar: Taking l lie leadership in 
the high-priced car field away from 
Packard for the second lime in 1950. 
Cadillac has held on to it ever since. 
'I his leadership and the fact that it is 
now popular!) considered the rich 
man's car ha? given Cadillac more free 
advertising and publicity than ail} oth- 
er automobile except the Model T. 

Cadillac spot advertising on the air 
has been light and its network adver- 
tising not particularly stead). It spon- 
sored the Cadillac Choral Symphony 
on CBS Radio for 13 weeks last spring 
and. of course, is sold during its share 
of the NCAA telecasts. 

Cadillac's agency, MacManus. John 
& Adams, also handles Pontine and the 
network operations of both cars have, 
within the past two months, projected 
the agency into a respectable position 
in the TV billings. 

I'ackard: Strong activity in network 
radio and spot has marked Packard s 
recent air advertising. In September 
Packard bought ABC Radio's weekend 
news package, which consists of 24 
five-minute news periods each Satur- 



day and Sunday. Packard bought the 
package for 13 weeks following Chev- 
rolet's purchase of it for the same 
amount of lime during the ?unnner. 
Packard had a spot radio campaign 
in 150 markets during the summer and 
followed it up with another drive in 
September. The factory hasn't been 
buying spot T\ , though the dealers 
have been using it a little. Network 
TV advertising during the past two 
v ears includes sponsorship of the Pres- 
idential Inauguration on CBS and a 
13-week buy of Rebound on 13 Du 
Mont stations during November and 
December 1952, and January 1953. 
The agency. Maxon. has its eyes peeled 
for a TV network show, 
ffucf.vou; Xo W ranking 15th in sales, 
llucbon has slipped badly since the end 
of World War 11. In 1946 it ranked 
ninth. However, for the entire post- 
war period it has a slightly larger share 
of the auto market than during the fi\e 
years preceding Pearl Harbor. 

Hudson was in network TV in 1951. 
when it sponsored Billy Rose on ABC. 
It didn't work out loo well and Hud- 
son hasn't done anything in network 
TV since. Hudson West Coast dealers 
sponsor the Edward R. Murrow radio 
show on the Columbia Pacific Network. 



Hudson's latest spot announcement 
campaign is in about 400 markets, 
with 90'c of the outlets being radio 
stations. 

IViffu*: With the Willys-Overland Co. 
merged into Kaiser Motors, advertising 
for the Aero-Willys, launched last 
year, has quieted down temporarily 
while integration of the two companies 
and their dealers goes on. Prestige ad- 
vertising on the air is still the prime 
selling strategy with Willys renewing 
its sponsorship of the New York Phil- 
harmonic-Symphony concerts on CBS 
Radio. However, sponsorship of Om- 
nibus on CBS T\ was not renewed. 
During the summer Willys kept its 
high-class programing on CBS Radio 
alive by broadcasting concerts of vari- 
ous music festivals held abroad and it 
also telecast on alternate weeks a series 
of Ben Hecht plays on CBS TV. Nei- 
ther the Willys division nor its dealers 
are very active in spot right now. 
Kaiser: There is little doubt that the 
Kaiser motor cars are in serious trou- 
bles. Kaiser sales, which were practi- 
cally tied with Willys last year at about 
41.000 cars apiece, have tumbled this 
year and the Henry J has tumbled with 
it. Sears, Roebuck has quietlv discon- 
tinued sales of the Allstate, the Sears 
version of the Henry J. 

Except for dealer group advertising, 
which has quieted down pending inte- 
gration, there is no indication that the 
Kaiser and Henry J air advertising is 
tapering off. Kaiser is just as active 
in spot as last y ear. In some markets, 
Kaiser is switching from spot radio to 
spot TV. Indiv idual dealers are also 
active. The Kaiser agency, William H. 
Weintraub Co.. estimates that individ- 
ual dealers together spend "several mil- 
lion dollars a vear" on spot radio and 
TV. 

Since June of this year Kaiser has 
been sponsoring the Lowell Thomas 
news shows on CBS Radio. They are 
( onsidered "one of the keystones of 
the current advertising program." ac- 
cording to John B. Morris, vice presi- 
dent in charge of marketing and media 
for the Weintraub Co. As for network 
TV. Kaiser bought into NBC TV's 
Today three to five limes a week from 
April through July. Today was also 
bought last year during May. Last 
vear Kaiser also bought a segment of 
} our Show of Shows on NBC TV for 
four months, starting in February, and 
sponsored Ellery Queen on 14 ABC 
IV stations during the first 13 weeks 
of the year. * * * 
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ARY HAS ROOM 
FOR ONE MORE 
ADVERTISER! 

Sell Your Product on 
"Mary McAdoo At Home" 
—Highest-Rated Local-Live 
Women's Show in Los Angeles! 

For 3 years the Security-First National Bank of 
Los Angeles has achieved remarkable tested results 
from the "Mary McAdoo at Home" TV program. 
And the Pfaff Sewing Machine Distributor in 
the Southwest is now in its third 26-week 
cycle of sponsorship. A third segment of 
this program is now available! Mary 
McAdoo, gracious hostess, welcomes 
famous people from the fields of 
Art, Science, Literature, Education, 
Fashion, Medicine, etc. She demon- 
strates the art of happy home life to a 
loyal, receptive audience ... so loyal 
that this is the highest-rated, local-live 
women's show in Los Angeles! 




CO-SPONSOR 1 SAYS- 

"Bank customers of 15 and 
25-years' standing have 
requested 8,500 I.D. cards 
offered exclusively on 'Mary 
McAdoo at Home.' We are 
consistently pleased with the 
fine response obtained from 
this show." 

Security-First National 
Bank of Los Angeles 



LET MARY 
SELL YOUR 
PRODUCT 
HERE 



CO-SPONSOR 2 SAYS- 

"Almost all of the 100 Pfafl 
Sewing Machine distributors 
in Southern California report 
that 'Mary McAdoo at Home' 
has created more floor traffic 
and home demonstrations 
than any other single form of 
advertising we have used." 

A. C. Weber & Co. 
Pfaff Distributor 



NBC HOLLYWOOD 

KNBH 

Channel if 



"Mary McAdoo at Home" is televised over 
KNBH on Monday, Wednesday and Friday, 
1: 00 - 1: 30 p.m. Here is your opportunity to 
televise your sales story in top company, on 
a top-rated quality program. For details con- 
tact KNBH, Hollywood, or your nearest NBC 
Spot Sales Office. 



16 NOVEMBER 1953 



103 



MACES ON TV 

(Continued from page 42 I 

audience, generally, to men — men with- 
in definite age brackets. 

2. If it chose a show with more 
general appeal, it would have to con- 
vince the average viewer that sports 
are a vital part of his life. Sporting 
goods fall into the category of luxury 
items, and the typical viewer is by no 
means sold on the necessity of buying 
sports equipment before he hears the 
commercials. 

3. Sporting goods stores carry vir- 
tually thousands of items ranging from 
fishing tackle to skis. Is it best to men- 
tion as many different items as possible 
in each telecast, or should you concen- 
trate on just one item for the entire 
commercial time? If you decide to 
plug only one item per broadcast, how 
do you select it? 

Mages' Advertising Manager Morrie 
Mages and Account Executive Arthur 
M. Holland solved the first problem by 
choosing the wide-appeal approach. 

"We decided to go into television 
because it was a new and exciting me- 
dium," says Morrie Mages. "We felt 
it had enough novelty and appeal to 
get results. Hut television isn't cheap 



UNNATURAL 
RESOURCE 

A few flowing words on 
Channel 4 in Amarillo can 
tap the unnatural* re- 
sources of the Texas Pan- 
handle — a market gushing 
at the rate of $553,963,000 
retail sales per \ear. 

* Amarillo top* the nation in 
per capita retail sales. 

Natl. Rep. (after Dec. I ) 
THE KATZ AGENCY 

KGNC-TV 

Amarillo 




for the advertiser. To make it pay we 
have to get our message across to the 
largest number of people possible. 
That's why we wanted a show that had 
something for every member of the 
family." 

Feature pictures were chosen be- 
cause they filled this first requirement 
of Mages' air strategy; they had uni- 
versal appeal. But the store's presto 
dent, Irving Mages, felt that program- 
ing alone wasn't enough to do the 
trick. 

"Once you've got the viewer's atten- 
tion for your show," Art Holland told 
SPONSOR, "you've got to keep it during 
the commercial. We feel that drama- 
tic, attention-catching commercials are 
the best way to win new customers.'' 

To achieve this dramatic effect Hol- 
land conceived a device called "Mo- 
ment of Madness" for every Mages 
commercial during which specials are 
offered. 

A noise simulating a thunderbolt 
accompanied by a portion of a Spike 
Jones recording introduces each "Mo- 
ment of Madness." Typcial "specials" 
include: a dozen golf balls for $2; a 
refrigerator bag for $2; thermos jug 
for $3; fishing tackle outfit for $10; 
three-shot shotgun for $18. 

The "Madness" commercial for golf 
balls sold over 3,000 dozen balls — the 
entire stock by noon of the following 
day. 

Mages commercials stress its tremen- 
dous buying power, showing boatloads 
of bicycles, warehouses of surplus 
stock. Shots of huge quantities of 
products are used effectively to make 
the point that quantity buying means 
low prices. It's a device other retailers 
who advertise on television, no matter 
what kind of store they own, could 
adapt to suit their own purposes. 

Another important point Mages 
stresses is the fact that it carries every 
brand name famous in sports equip- 
ment. The longest commercial is spot- 
ted at the beginning of the show, just 
before the start of the movie, Charles 
A. Wilson, \ Y GN-TV sales promotion 
manager pointed out to SPONSOR. 

Whenever possible Mages holds its 
store openings on the night of one of 
its T\ show*. It runs a sale in con- 
junction with the opening, and carries 
a remote telecast from the store over 
the program with Jack Briekhouse. 
WGX-TV sports announcer, interview- 
ing celebrities and customers. 

Just as important as plugging par- 



ticular items 



Irving Mages believes, is 



getting across the message that par- 
ticipating in some sport is healthful 
and good for everyone in the family. 

"Selling sporting goods isn't at all 
like selling a piece of furniture, for 
example," Irving Mages says. "You 
don't have to make anyone see why he 
needs furniture. But you do have to 
create a demand for sporting goods. 

"That's why we try to sell people 
on the idea of buying sports equipment 
as well as on specific items." 

To solve the problem of multiple vs. 
single product plugging Mages com- 
mercials follow the seasons. At this 
time of the year, for example, most 
commercials are talking up such items 
as roller skates, shotguns, bowling 
bags, jackets with school colors and 
end-of-season golf club sales. 

According to Irving Mages, head of 
the family firm, "Radio and television 
work best for us when the items have 
been carefully selected for both gen- 
eral appeal and good value. We more 
than compensate for the low prices of 
our 'specials' by tremendous volume." 

All of Mages' TV commercials are 
done live by Jack Brickhouse, WGN- 
TV sports announcer, and Morrie 
Mages, the firm's ad manager, against 
a backdrop of a store interior. Morrie 
feels it's important to have a sports 
figure deliver the commercials because 
it: lends authority to the sales pitch. 

In radio, too, the program personalis 
tv, Howard Miller, is a well-known 
local sportscaster. He delivers the com- 
mercials in addition to giving latest 
sports news and spinning disks. 

In line with its effort to create more 
interest in sports for all members of 
the family Mages annually sponsors a 
variety of events designed to stimulate 
excitement about sports. 

One of the most popular is its an- 
nual "Go, Go Sox" tour. Mages ar- 
ranges for a few hundred Chicago 
White Sox fans to visit New York's 
Yankee stadium and witness a game 
between the White Sox and the Yanks. 

The first Mages store for sporting 
equipment was opened in the early 
Twenties by Henry Mages, father of 
the four brothers who now run the 
business. A few years later, Irving, 
now president of the firm, joined his 
father in the enterprise. 

Sam Mages, now the merchandising 
manager, and Morrie. present ad man- 
ager, came in during the late Twenties. 
Ben, now serving as stores director, 
was last to join during the Thirties. 

★ ★ ★ 
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STARCH TV NOTING 

{Continued jrom page 41) 

eials" figure for TV. putting TV 65% 
ahead. 

4. Agency men, network researchers 
and Starch see eye-to-eye on the ques- 
tion of what the Starch study seems 
to prove regarding commercial effec- 
tiveness — that some TV network com- 
mercials hold viewer attention more 
successfully than others. And, most 
admen agree, the qualitative aspects 
of the Starch TV study — that of ask- 
ing viewers to recall TV sales points 
and play them hack to inlen iewers — is 
an invaluahle aid in improving TV 
commercial cop) and visual gimmicks. 

The quartet of pro and con points 
cited above are highlights. The admen 
and researchers interviewed amplified 
some of them in detail, particularly the 
second point concerning the media im- 
plications of Starch's findings. None 
of them saw any evidence in the Starch 
figures that a new type of cost-per- 
1 ,000 hu\ ing — cost-per-ad-impression 
in magazines vs. cost-per-commercinl- 
impression in TV — was likely to he- 
come standard advertising practice. 
None felt the existence of the Starch 
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First Stations of Virginia 

WTVR Blair TV Inc. 
WMBG The Boiling Co. 



study automatically refuted, for in- 
stance, the statement made recently in 
SPONSOR by BBDO President Ben Duf- 
fy that "a mathematical formula can- 
not be used to compare two or more 
different media."' 
Here's why: 

Even if the differences in research 
technique between Starch magazine 
and Starch TV checkups were over- 
looked (the magazine research is based 
on personal "aided recall": the TV 
research on telephone interviews which 
are a mixture of "aided"" and "un- 
aided"' recall; the sample sizes are dif- 
ferent), no clear-cut comparison is pos- 
sible. 

Take the case of an advertiser who. 
we'll say, is running a page ad in a 
magazine with 5,000,000 circulation 
and who has a TV program which 
reaches 5,000,000 homes. Which is 
better? Let's see. 

The effectiveness of the TV pro- 
gram can't be judged by simply tak- 
ing 41% of the 5,000,000 viewing 
homes and calling that the "commer- 
cial audience"' for an) given commer- 
cial in the show. Why? Because, ac- 
cording to American Research Bureau, 
there are 2.8 viewers per set for the 
average evening network T\ show. Ac- 
cording to broadcast media research- 
ers, you'd have to take 41% of 14,- 
000.000 viewers, rather than a per- 
centage of the homes. That means 
5.750.000 people. How are these 5.- 
750,000 commercial viewers distrib- 
uted? One-person-plus for each home? 
Nobody knows. 

But that isn't entirely fair to mag- 
azines. Print media researchers say 
that magazines — like Lije, Satevepost, 
Look — are passed around from hand to 
hand in a family unit, thus increasing 
a magazine's basic circulation by two 
to six times. Consumer magazines are 
also read at a later date in everything 
from attics to hospitals to dentists' of- 
fices, boosting the total circulation to 
which a magazine ad may or may not 
be presented, print media researchers 
add. 

Then. too. there is the matter of im- 
pact. Psychologists will tell you that 
the printed page and TV's picture-and- 
sound work on a person's subconscious 
in different ways. Who can say wheth- 
er TVs "advertising impression'* lasts 
longer than magazines? Or vice-versa? 

There's the question, too. of the 
amount of time people spend with the 
advertising in magazines and the com- 
mercials in TV shows. Some people 



ina) read a given magazine ad slowly, 
digesting every word and picture; some 
may give it hardly a glance. Some 
viewers (Starch's average: one out of 
three) dash off to the kitchen or the 
bathroom when a commercial starts, 
or else turn down the audio portion 
and fidget while TV's Dick Starks and 
Betty Furnesses silently pantomime the 
advertiser's pitch. But the majority 
give the commercial their undivided 
attention and receive the double-bar- 
reled impact of sight-and-sound selling. 
Which of the two media has the strong- 
est ultimate effect? 

And, what about costs? What do 
you compare? Should an advertiser 
compare the commercial cost of one 
commercial in. say. a half-hour show 
( it could be roughly one-third of the 
total program cost ) with the cost of a 
page ad in a magazine? Or. do you 
compare the total cost of the show 
with the cost of the printed ad? 

Finally, what about the question of 
sponsor identification? TV drama 
shows, like the editorial copy next to 
ads, offer little or no opportunity for 
a low-pressure "background" plugs. 
But, what advertising impression (and, 
ultimateh, sales effect) do the trade- 
marked backdrops have in quiz, panel 
and variety TV programs? 

And so on and on. 

"'Well, if the Starch TV stud) doesn't 
provide a formula for comparing two 
or more media, or an accurate guide to 
buying network TV time, what does 
it provide? you may ask. 

Here is Jack Boyle's answer: 

"Media comparison in our TV study 
of commercial recall is incidental. It 
was primarily designed as a means to 
test and improve commercials. We 
haven't suggested to any advertiser 
that he use our figures as a major 
factor in bu\ ing media. That's a choice 
he must make himself, depending on 
the nature of his product, the audience 
he wants to reach and other factors. 

"We do suggest to the two dozen 
advertisers who use this TV service 
that they use it to test their commer- 
cials against others, both their own 
and their competitors', and to look for 
way? to improve the attention-holding 
qualities of the commercial as well as 
impact of copy points." 

Boyle points out a typical case. Two 
appliance manufacturers have similar 
product lines. Both sponsor TV net- 
work drama shows of a somewhat sim- 
ilar nature and price. And their com- 
mercials are roughly similar. 
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HoW t0 Jon t6 co^ cial 
television ^V,.^^— 



SOUND 
ANNOUNCER: 

This is Gen. Nathan Bedford 
Forrest, the famous Confederate 
cavalry officer who coined 
the phrase "first with the 
most " . 

PICTURE 

Tight shot of Gen. Nathan 
Bedford Forrest statue. 




© 



SOUND 

In Memphis, WMCT is certainly 
•first with the most " 
in television programming and 
technical know-how. 

PICTURE 

Show title to right. 



in programming 
in know-how 



0 



SOUND 

For five years - since 1948. 
TV sets in the Memphis area 
have been tuned to WMCT 
exclusive ly. 

PICTURE 

Show medium shot of homes with 
antennas. 




0 



SOUND 

Today, we know that 225,000 
TV sets with and without low 
band antennas pick up WMCT 
clearly, 

PICTURE 

Show title to right. 



Z2S.000 

TVhames 
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SOUND 

So, to sell Memphis, you need 
WMCT, the station that is 
clearly -first with the 
most" for its advertisers. 

PICTURE 

Show title to right. 



WMCT 

Memphis' 
First TV Station 

WMC — WMCF _ WMCT 



But the middle commercial for the 
first advertiser recently produced the 
foil owing score in a Starch checkup: 
66' J of program viewers contacted 
(200 — representing perhaps 1,000 
phone calls! said they saw the com- 
mercial. And 55 /& could recall one or 
more of the main sales points. 

The second advertiser's middle com- 
mercial was remembered by a little 
more than \0% of the viewers contact- 
ed. Only 28%, could recall the primary 
sales points. 

The first advertiser's commercial is 
I obviously above average in impact, 
since the general average for recall- 
ing a specific commercial — as men- 
tioned earlier — is 41%. The second 
advertiser's commercial is average — 
no more. 

Then there is the matter of "memory 
value" or impact of TV commercial 
copy, that is the combination of sound 
and sight. Boyle feels that the Starch 
studies can tell an advertiser a great 
deal about how well his sales points 
I are getting across to an audience, 
[ based on how well the audience re- 
members them. 

(Incidentally. Starch's TV study 
made no direct reference to something 
which has long been noted in Starch 
magazine checkups. Ads concerning 
things people are usually highly inter- 
ested in anyway — cars, movies, travel 
and vacations — invariably get better 
| "noting" scores than do ads concerning 
1 things like household products. In 
other words, an advertiser's TV com- 
mercials mav well have a low memory 
score because of the nature of his prod- 
uct. But at the same time, the cumu- 
lative effect of many of these commer- 
cials will sell plenty of merchandise.) 

When an advertiser orders a Starch 
TV commercial stud), he will of course 
get a set of figures concerning the per- 
centage of program viewers who saw 
and remembered a commercial, and 
other data. He will also be provided 
with a list of verbatim answers given 
to the interviewer's question which asks 
viewers what, precisely, they remember 
about a commercial. 

Here's a typical sampling of these 
verbatim answers from viewers. As 
man\ as 200 answers of this sort, 
broken down by men vs. women, un- 
aided vs. aided are furnished to adver- 
tisers for subsequent use in preparing 
TV commercial-. 

Q. "W hat was brought out about the 
(refrigerator product name) in this 
commercial?"" 
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A. "Ibis tlic new l\pc freiv.et com- 
partment ;iikI t lit* things in tin- door." 
Or. 

*'SIicl\e> roll out it automatical!) 
defrosts door opens ea*.\ lots of 
space in freezer compartment." Or. 

"Traili- in old box now get good 
price lots of spate and \ou tan oprn 
door with \our hands full." Or, 

"Shelves in door roll-out storage 
drawer for vegetables and meat and 
it defrosts it>elf." Or, 

'"All that storage spat e and (Inn de- 
frosted themselves — you open the door 
with your elbow — slieke- on the door 

others slide out." 

These are just a sample of t he 200- 
odd reactions receutb gathered for a 
refrigerator manufacturer In Daniel 
Starch & StalT. Their use in preparing 
future TV commercials i* obvious. 

There's? another important angle to 
Starch's copy testing — the relationship 
between the amount of time spent get- 
ting a sales point across and the ability 
of viewers to recall this point. 

In a recent program commercial for 
a big-budget video network advertiser, 
some 23^1 of the commercial was de- 
voted to getting across a particular 
sales point. It got across, too. Some 
34 r t of the viewers recalled the sales 
point later. But. in the same commer- 
cial, some \~ r/ r of the time was spent 
promoting another sales feature. Only 
4 r <' of the viewers recalled it. Other 
percentages varied similarly. 

The agency receiving this t\pe of 
information now has some important 
clues to work with in improving the 
commercial. Some sales points are get- 
ting across just fine. But others are 
not. Attention can now be paid to im- 
proving the weak ones, particular!) 
when the relationship to their impor- 
tance in the commercial (and in the 
advertisers sales strategy), is known. 

Is this the outer limit of the Starch 
study's usefulness to TV advertisers? 

By no means. Starch feels. 

The Biow agency, for example, is 
currently planning to use Starch's sur- 
vey methods in two Northeast I . S. 
TV markets to test the relative effec- 
tiveness of two types of spot TV com- 
mercials for one advertiser. The tech- 
nique will be similar to the '"split-run" 
ads in magazines. Copy "A" will be 
used in Market "A." and Copy "'B" in 
Market ""B"' for four weeks. A Starch 
checkup w ill be made. Then, using the 
same time slots, the spot TV commer- 
cials will be swapped between the two 
markets and another Starch checkup 
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will be made. 

Blow also plans to juggle time slots 
around prior to future checkups. Ob- 
ject: to get a clue as to whether it's 
better to he in front of, or follow ing, a 
high-rated T\ show with announce- 
ments. 

Cecil & Presbrc). which feels that 
the Starch TV stud) is primarily a 
"creative tool rather than a media 
study.'" has a different trick up its re- 
search department"? sleeve. C&P is 
thinking of cheeking the recall of com- 
mercials in participation or segmented 
programs I such as Today, Shoic of 
Shows, Paul Dixon, Kate Smith I 
against the recall of commercials in 
programs sponsored by only one ad- 
vertiser. Actually, it's said to be a 
checkup on how many commercial ad- 
vertisers you can get into one show 
before the point of diminishing returns 
sets in. 

The Starch research organization 
plans to have special clinic sessions 
with agencies wherein certain broad 
principles and guidepost- to good com- 
mercial practice will be discus-ed. 
I Samples: Commercials w ith more than 
five scenes per minute tend to he con- 
fusing, although some adv ertisers insist 



on having fast-moving commercials of 
up to 20 scenes. Word delivery of 
more than 135 words per minute is 
confuting, although some clients have 
their TV sales personalities spiel off at 
the rate of 220 words. Commercials 
with no more than three main selling 
points seem to have the best recall 
value, but more can be included if all 
the points are related. I 

"We may even do some pre-testing 
of commercials in story-board form, ' 
Starch's Jack Boyle told seo.NSOK. 
"Agencies will show us what they in- 
tend to do in their commercials, and 
our staff will give them clues as to how 
well thev "re likely to succeed. W e can t 
give the full answer, of course, but we 
can certainly detect the very obvious 
mistakes."' 

Are Starch's techniques really brand 
new? 

They are and they aren't. For 
nearly two years now Gallup & Robin- 
son of Princeton, X. J., have been pro- 
viding agencies with what C&R calls 
"Television IMPACT Service." In 
many ways, the two techniques — 
G&R's is the older — are similar and 
the end products comparable. 

Gallup & Robinson's samples are 
smaller- -they sample 400 viewers via 
I personal interviews of whom perhaps 
80 may have caught a particular show 
if it has a 20 rating. Starch's usual tar- 
get is 200 viewers who saw a particular 
show, which may mean as many as 
1,000 phone calls if a program was 
rated at 20. G&R also interviews dur- 
ing the next 20 hours whereas Starch 
calls within the hour. 

However. C&R probes much more 
deeply, making "depth interviews*' to 
determine whether or not commercial 
viewers intend to buy a particular 
product — as well as how much they 
remember about the commercial, char- 
acteristics of the users of a given brand 
in a product field, relationship be- 
tween brand users who are regular 
viewers of a show vs. brand users who 
don t see the show and other qualita- 
tive research nuggets. 

Gallup & Robinson conducts special, 
periodic IMPACT clinics for agencies 
and advertisers. 

So far, G&R's research has provided 
plenty, of working data for TV adver- 
tisers who use their service, but little 
dynamite for luncheon conversations, 
since the research firm has not released 
any over-all or average figures for TV 
commercial viewing. G&K. incidental- 
ly, has conducted a similar continuing 



magazine study since 1949. 

Data of a relatively similar nature 
are also provided to national adver- 
tisers by New York's Schwerin Re- 
search Organization, which tests out 
TV commercials before a "captive au- 
dience " of several hundred people in a 
irmall theatre. Sehwerin's tests result 
primarily in a set of "like and dislike" 
curves, but they serve a similar pur- 
pose in providing agencies and adver- 
tisers with clues hy which the attention- 
getting qualities of commercials — as 
well as their impact on viewers — can 
be improved. Schwerin. who works 
closely with NBC. even formulated last 
year a sort of laboratory arrangement 
whereby advertisers could, at low cost, 
pre-test their video commercials. 

Similar work has also been done by 
the research department of CBS. which 
uses the Lazarsfeld-Stanton Program 
Analyzer (the "Big Annie") to mea- 
sure "like and dislike" among captive 
groups. 

What about Starch's cost for a study 
done on a particular TV show? 

According to Starch, the following 
can be used for a rough rule-of-thumb: 
For a regular report from 200 pro- 
gram viewers when the program has a 
rating of around 20 the cost is $400. 
This is an "open study," available to 
anyone who wants to buy it. A private 
study would cost about 50'^ more. The 
base cost rises somewhat if a great 
many calls have to be made — because 
of low program rating — to complete 
between 100 and 200 completed inter- 
views. 

Hov\ever, Starch charges here only 
for the additional out-of-pocket field 
costs to secure the minimum number 
of interviews an advertiser wants. 

★ ★ ★ 



ACCREDITING AGENCIES 

{Continued from page 311 

Bradstreet reports to augment general 
reputation or credit ratings; two said 
"personal knowledge": four said 
"hunches. " "by guess and by God," 
"hit or miss. * "prayers'": one said 
"good question"': three said "repre- 
sentatives : four said they relied on 
whether or not the agency was a 4A's 
member; several said they relied on 
whether or not the agency had recog- 
nition from AXPA, PPA or other rec- 
ognizing groups — a fact they can de- 
termine by glancing at the agency's 
listing in Standard Advertising Regis- 
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sk your national representative 



You're on the verge of a decision, 
and a problem. 

What business papers to pick 
for your station promotion? 

It s no problem to hiss of], 

for your choice can have a telling 

effect on your national spot 

income. 

But where to get the facts? 

The answer is simple. Ask your 
national representative. 

He knows. His salesmen get around. 
They learn which business papers 
are appreciated, read and discussed 
by buyers of broadcast time. 

His is an expert opinion. 

Don't overlook your national 
representative. 



s 

Uponsor 

the magazine 
radio and TV 
advertisers 
use 



ter or McKitt rick's. To the question, 
What air media group do \ou think 
should handle a s\stem of national 
agency recognition?, these were the 
answers: 19 said "XAItTH"; 10 said 
"HAH"; one said "NARTH or HAH or 
National Hep organization": one said 
'"SPONSOR or Broadcasting; two said 
"NAHTB or HAH"; one said "'SKA"; 
two said "set up a special group for 
recognition purposes onl\." 

Broadcasting, incidentall) . carried 
an article by Harold A. Soderlund. 
commercial manager of KFAH, Omaha, 
in June 1945 calling for recognition 
of agencies through the \AH. 

Of an agency which had gone out 
of business, leaving stations with bags 
of mail orders for Christmas toys, un- 
paid bills for the time and angered 
listeners. Broadcasting said this: "The 
chances of stations' being euchcred in- 
to fraudulent advertising would, of 
cour>e, he considerably reduced if an 
active agency recognition system ex- 
isted in radio-TV. On occasions when 
the question of establishing such an 
organization has arisen, broadcasters 
have seemed disinterested. 

". . . In the absence of a central 
bureau, broadcasters must be their 
own policemen . . ." (5 February 1951 
issue ) . 

While broadcasters are the ones 
most immediately concerned w ith agen- 
cy recognition, agencies replying to 
sponsor's questionnaire were also pro- 
recognition. Of lo agencies replying 
16 said there should be a national rec- 
ognition effort; one said "no"; one 
passed. 

The agency man w ho dissented is Ira 
P. Weinstein, president of The Scbram 
Advertising Co.. Chicago. He said: 
"An almighty group passing on who 
may and who may not place air time 
is discriminating and politicking." 

Ira Weinstein's comment is a re- 
minder that those who would analyze 
another man's business must tread 
lighth. 

\ recognition s\stem does not call 
for agreement l>\ various media to re- 
fuse busiiK'» from non-recommended 
agencies. That might be a case of act- 
ing in restraint of trade. Instead the 
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understanding is that the central body 
is making a recommendation to the 
medium that it recognize a certain 
list of agencies. It is then up to the 
medium to decide. (Many continue to 
do business with non-recommended 
agencies.) 

Recommendation cannot be done on 
an arbitrary basis hut must have gen- 
eral criteria which are made known 
publicly. Hie law is not rigid, how- 
ever, on the question of what is dis- 
criminator). An attorney with many 
years of experience in the advertising 
field told sponsor that criteria used to 
evaluate agencies might vary with cir- 
cumstances. A man of known good 
character in the agency business might 
be allowed to retain recognition despite 
financial difficulties where, in general, 
sound financial status is a requirement 
for recognition. 

Considerable confusion has grown 
out of use of the two words "recom- 
mendation'' and "recognition." Some 
of the respondents to sponsor's survey 
said they were for "recognition" of 
agencies but against "recommenda- 
tion." 

Presumably these respondents meant 
that they did not feel media should 
recommend a specific agency to a cli- 
ent. Hut the word "recommendation" 
as it is used by AHP, PPA and other 
media groups is not recommendation 
in that sense. 

Several industry veterans contacted 
by sponsor expressed the opinion that 
there were station groups in some cities 
which provided for recognition locally. 
sponsor was unable to make a survey 
to determine how manv there are in 
time for this report. But two such 
groups were contacted. One is the As- 
sociation of Twin City Newspapers 
and Radio Stations, operating in the 
Miuneapolis-St. Paul market: the sec- 
ond is a group of all the stations and 
daily newspapers in Louisville. 

.Members of the Twin Citv group 
are: Minneapolis Star-Tribune, St. 
Paul Dispatch, Pioneer Press and The 
Farmer; Stations WCCO. YVCCO-TY 
KSTP. KSTP-TV. WTCX. KEY!) 
WDGY. WM1N. XYLOL. WPRC. 

I he organization has been in exist- 
ence about 18 \eais. It was formed 
"to protect the legitimate agencv" and 
"to pav commissions only to those 
equipped to give agencv service." The 
fact that newspapers and broadcasters 
work together on the problem in the 
market does not stem from dual own- 
ership. ()nl\ two of the station mem- 



bers share ownership with newspapers. 

Here's how the organization's secre- 
tary, K. M. Ha nee, described the op- 
eration to sponsor: 

"Our association works only in an 
advisory capacity and its decisions are 
in no way mandatory upon its mem- 
bers. The applicant agency must sup- 
ply sufficient data to show financial re- 
sponsibility and adecjuate experience 
in the advertising field. If representa- 
tives of each member sitting as a com- 
mittee consider the applicant's quali- 
fications adequate, recognition is rec- 
ommended. Annually, the financial 
condition of each recognized agencv 
is checked by the secretary to forewarn 
the members if an agency seems to be 
slipping. Other than this annual check- 
up, the association does not act as a 
credit clearing organization; this phase 
of the work is left up to the credit de- 
partment of each member. We do not 
delve into the advertising policies, copy 
or layouts, or any other phases of the 
preparation of advertising. . . . 

"... I think it well to stress that a 
recognition organization would be use- 
less unless radio, TY and the news- 
papers in a given market all cooper- 
ate. . . ." 

Membership of the Louisville group 
includes WKYW. WHAS, WAVE. 
WKLO, WINN, WGRC. WLOU, 
WHAS-TV, WAVE-TV, WKLO-TV, 
The Courier Journal and the Louisville 
Tim es. 

Here's how F. Eugene Sandford. 
president-treasurer of WKYW de- 
scribed the founding of the group to 
SPONSOR: 

"In February 1952, the Louisville 
Credit Men's Association, affiliated 
with the National Association of Cred- 
it Men, invited an executive of each 
radio and TV station and the press in 
Louisville to a luncheon, to consider 
the formation of an advertising media 
credit group for Louisville, whereby a 
monthly round table discussion of ac- 
tual credit experience with advertisers 
and agencies w ould be held at a lunch- 
eon meet: ng. I've been chairman of 
this group since its organization, and 
realizing the value of a uniform pro- 
cedure and policy for recognition of 
legitimate advertising agencies by ra- 
dio and TV stations, presented the idea 
to the media group. It was well ac- 
cepted, but has taken a considerable 
length of time to get it into actual op- 
eration." 

The functions of the organization 
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are to determine what agencies in the 
local utK t*rlis»iirg field arc legitimate 
and entitled to the 15',' commission; 
to pass on the credit standing of agen- 
cies; lo prevent indiscriminate recog- 
iiilmir of agencies and get uniform pro- 
ifiliiit' on recognition among the vari- 
ous media. 

sroNSOK asked Gene Sandford wheth- 
er lie thought there was a need for a 
luilional system of agencv recognition. 



answer: 
"Yes. There is a 



UMluine need for a 



national svstem in view of the tremen- 
dous growth of so-railed advertising 
agencies (some of which are better 
known as house agencies that have onh 
one reason for existence — viz. to chis- 
el a commission from the advertising 
media, which in reality is a camou- 
flaged refund to the advertiser). Radio 
and TV should welcome such a nation- 
al svstem to provide quickly actual 
facts for determining the true status 
of an advertising agencv ." 

\\ ho should organize the national 
system? Said Sandford: 

"That is the $64 question. I might 
suggest I 1 I National Association of 
Credit Men. who have hundreds of 
affiliated credit men's associations 
throughout the U.S.; (2) Any other 
reputahle credit gathering organiza- 
tion operating on a national hasis: 
(3 I a separate organization supported 
by the media group: 1 4) or perhaps a 
new department might he formed of 
the National Association of Radio and 
Television Broadcasters." 1 

Because he has so recently gone 
through the experience of helping to 
organize a recognition svstem, SPONSOR 
asked Gene Sandford for his descrip- 
tion of the difficulties such an organ- 
ization faces. He felt, incidentally, the 
difficulties on the local level would 
carry over to a national operation. 

This is Sand fo id s list: 

"Getting a media group of a city or 
an area to realize the benefits of such 
an organization and to agree to work 
together as a unit. 

"Making sure that the media group 
does not become a pressure group and 
that the evaluation of agencies, old or 
new. i-- on a sound business-like and 
reasonable basis. 

"Making certain that the media group 
is properly organized and functions in 
a manner that will not create legal 
questions: viz. restraint of trade, etc. 

"Insuring newly formed advertising 
agencies, large or small, of being 



judged on their merits. 

"Making sure that the bnM< factor 
for the media j*roup approval of an 



ad\eitiMii" aiiencv sha 



II 



its credit 



statu-, after all factors have been care- 
fulh weighed, such as: | I I its func- 
tions a- an independent contractor; 
(2t its principals being of good repu- 
tation with reasonable advertising ex- 
perience and abilitv ; 13) assurance 
that the agencv does not rebate any 
portion of conuni-sioii to advertisers, 
directlv or indirectl) : and I 1 ) that 
the agencv has an acceptable financial 
status."' * * * 



SPONSOR ASKS 

{Continued from page 59) 

manship. But on telev ision, one of the 
best wavs to lay an egg is to begin 
with the Big Idea: "'Let's make it good 
and sex-v." 

Margaret \Y. BlCHK.N 
Croup Head, Copy Dept. 
J. IFalter Thompson Co. 
Chicago 

I feel there are 
numerous modi- 
fications neces- 
sary before the 
above question 
can be answered, 
but it boils down 
to two important 
Hj points — good 
taste and the 
Miss Lieber product involved. 

As the saying 
goes, what is good for one man is not 
necessarily good for the other. The 
same applies to products — what's 
good advertising for one product is 
not necessarilv so for the other. It 
would appear improper or at least not 
intelligent to u?e sex appeal for cer- 
tain products. 

There have been certain clever, ani- 
mated cartoons employing sex appeal 
which have been highly effective, vet 
non-offeniive in TV commercials. 

If TV and radio can keep away from 
an indiscriminate u*e of sex in their 
advertising and can maintain a sense 
of "good taste,'" sex appeal can be a 
great a»et. I he minute it is over- 
played, the result will he dulled. 

Jean Lieber 
Wesley Assoc. Adv. 
i\eu York 
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■ i\ Ilcasoiis Why 

The foremost national and local ad- 
agg vertisers use WEVD year after 

year to reach the vast 

2ai Jo wish Marko( 

of Metropolitan >'e\v York 
I. Top adult programming 
2. Strong audience impact 
3. Inherent listener loyalty 
4. Potential buying power 
Send for a copy of 
"WHO'S WHO ON WEVO" 
HENRY GREENFIELD 
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T/ioiim.v It. Mnrray has been elected a 
vice president of the Coca-Cola Bottling Co. 
of Mew York, Inc., in charge of radio and Tl . 
The company is the largest Coke bottling unit 
and the biggest operation of its kind in the 
world. It spends "a bulk" of its advertising 
appropriation on radio-TV. Murray will act as 
liaison between the bottler and the William 
Esty Co., its agency, as well as the Coca-Cola 
Co. of Atlanta's agency, D'Arcy Advertising, 
.\ew i ork and St. Louis. 



Ted Bergmann, on 1 January 1954 
becomes director of broadcasting for the Allen 
B. Du Mont Laboratories, Inc. He is to succeed 
Chris J. {Titling ( see "Mewsmakers in adver- 
tising," 2 Sovember 1953.1. With Du Mont since 
1917. Bergmann has been general manager of the 
network for the past six months. Lnder his 
management Du Mont sales have shown an annual 
JO'/c increase since 1951. Bergmann was chairman 
of the MARTB committee which standardized Tl' 
contracts, a system now nationally used. 



ftir/ifirrf de Itochemont, a vice presi- 
dent of J. Walter Thompson Co. (and former 
.March of Time producer) . belieivs there's 
a cultural lag between TV's technological 
excellence and its programing. He says 
movies found themselves in trouble not 
entirely because of TV competition but 
because people over 30 discovered the movies 
had nothing to offer them. Agencies, he 
believes, must work to make sure the same 
thing doesn't happen to television. 



Oliver Treyz. on 1 Movember became 
director of ABC Radio Xetwork: he reports to 
Charles T. Ayers. vice president in charge of 
the network. With ABC since 1948. Treyz 
has served as director of sales presentations 
and director of research and sales development. 
In announcing Treyz's promotion, as well as 
that of Slorum Chapin to director of the TV 
netuork. ABC President Robert Kintner said 
". . . Our objective is to improve further 
our radio and television programing. . . ." 
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Wherever Yon Go 



In The NEW Pittsburgh . . / 7/ 





in program "Firsts' 

Pittsburgh is going places . . . and so is KQV! Latest Pulse 
figures prove that KQV has almost tw ice as many top rating 
shows as its nearest competitor. Between 6:30 A.M.,and 
11 P.M., KQV programs rank first 38% of the time. The 
second ranking station is first only 21% of the time. 
Number of Program Firsls by Quarter-Hours* 
6:30 A.M. to 1 1 P.M. 
Station Firsts 
KQV 125 
Station "B" 70 
Station "C" 54 
Station "D" 47 
Station "E" 0 
It's just another way of saying that if you want to sell the 
profitable, "going-places" Pittsburgh market, your best bet 
is the station that's going places . . . KQV! 

'Total Ya Hours Measured — 330-Monday thru Friday 




CBS Radio i I IN PITTSBURGH 

National Representatives: WEED & CO. New York • Boston • Chicago • Detroit • San Francisco • Los Angeles 
16 NOVEMBER 1953 
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Agency recognition 

Everyone seems agreed that the air 
media should recommend agencies to 
stations for recognition. (See article 
page 29.) 

Yet alone among the major media, 
radio and TV have no such machinery. 

Cost is the big problem. 

Hut if it pays newspapers, maga- 
zines, business papers, farm papers 
and outdoor to have such machinery r , 
it would certainly pay air. 

The advantage is obvious: Stations 
and sponsors would have a yardstick 
by which to judge an agency not only 
as to credit rating but experience and 
ability as well. 

Besides this obvious advantage there 
is an equally important one: No agen- 
cy would dare apply to a national air 
media organization for recommenda- 
tion and to local stations for recogni- 
tion if it had no capable radio and TV 
department. SPONSOR has uncovered 



enough evidence to show that air me- 
dia, principally radio, are too often 
relegated by some sponsors and agen- 
cies to the mortuary only because the 
agency isn't equipped to handle a ma- 
jor air effort. 

The problem of agency recommenda- 
tion and recognition cannot be post- 
poned much longer, sponsor hopes the 
iVAHTR board arts on it favorably 
when it meets this coming January. 
* « # 

Why they don't use air media 

The two most shocking things spon- 
sor uncovered in its investigation of 
why some national advertisers don't 
use air media (see page 34) were these: 

1. A few r advertising executives — 
the minority, we hasten to add — feel it 
is up to the medium to prove it can do 
the job. Heretofore SPONSOR felt every- 
one agreed it was up to an advertising 
department to discover for itself by 
careful testing which medium or com- 
bination sold its company's products 
best. 

2. Some firms had tested either ra- 
dio or TV (one did so 15 or 20 years 
ago), decided the medium was "not 
productive" and dropped out. How 
were the tests run? In one case the 
company u*ed as few 7 as one announce- 
ment a week on a single TV station to 
cover a major market. 

What's the best way of testing? 

There is probably more than one 
way. But Lewyt Corp. (vacuum clean- 
ers), which is listed as a non-air ad- 
vertiser in SPONSOR'S study because 
only S75.000 of its $3.4 million budget 
went into air media this vear, is now 
engaged in interesting its distributors 



in the selling power of radio and TV. 

In Detroit it ran 4,000 to 5,000 ra- 
dio announcements in a month. In 
Louisville 4,000 announcements. In 
Philadelphia it's just started a three- 
month campaign on WFIL-TV using a 
news program that will cost 310.000. 
(All campaigns are co-op.) 

We predict that Lewyt will be a ma- 
jor air advertiser before long. 

* * * 

Starch counts 'em 

First figures on Starch's "Immediate 
Recall" Surveys of TV Commercials 
will undoubtedly stir up a hornet's 
nest. 

Sponsors w ill w elcome the new serv- 
ice, as they have profited by every 
other research development in adver- 
tising in the past. 

The low figures on how manv view- 
ers see and remember the average TV 
commercials will obviously shock some 
people. They should — for they point 
up something the industry has long 
known: Most TV commercials are pe- 
destrian at best and soporifics at worst. 

So learn what you can about the new 
Starch technique. (Gallup & Robinson 
of Princeton, by the way, have a some- 
what similar system called "Television 
Impact Service.") 

Don't use it to buy media. 

Use it for what it was invented for: 
(1) to establish the extent to which 
viewers of a program watch each com- 
mercial, (2) to establish how well 
you're getting your sales points across. 

sponsor's analytical "Will Starch's 
new TV noting figures upset buying 
strategy?" starting page 40 explains 
the whole thing. 



Applause 



The RFD's do it 

On 27 November, when the Radio 
Farm Directors open their annual 
meeting at the Hilton in Chicago, the 
industry will be treated to another 
rare example of how a group of farm 
specialists sell themselves to national 
advertisers. 

Frustrated by the lack of hard sell 
<>f farm radio by industry leaders, the 
RFD's lune taken it on themselves to 
nIiow the way. In a series of practical 
farm -ales clinics recently held in 
Kan-as City . Chicago and New ^ <>rk 
tln-M- top-notch farm experts ha\e 
>ho\wi tiif commercial hoys a thing or 



two. Their agenda for the early No- 
veinher clinic in New York, for exam- 
ple, included such standout buyers as 
Chuck Calkins, radio and TV director 
of Conklin Mann & Son Advertising, 
New York; Rod Erickson, manager of 
radio and TV account planning at 
Young & Rubicam, New York, and 
Bill Brown. Gardner Advertising Co.. 
St. Louis. 

These men expressed their enthusi- 
asm for farm radio — and the increas- 
ing importance the suhject is getting at 
their agencies. They talked about the 
fast growth of farm TV. They encour- 
aged the many agency men in tbe au- 



dience, some from distant cities, to 
investigate this market fully. 

At the New York meeting, for ex- 
ample. Bill Brown quoted Maury Ma- 
lin, advertising manager of Ralston 
Purina's chow division, as saying: 
"There has never been an offer in our 
experience involving both radio and 
printed media where radio hasn't deliv- 
ered at half the cost of print." 

In our opinion farm radio is due for 
a big upsurge in buyer interest — both 
for farm industry and consumer ac- 
counts. \\ hen this materializes, you 
can pat your RFD on the back. He 
had a hand in it. 
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MAIL'BflGS are 
MONEY" BAGS in the 




It's an accepted fact in radio and television that 
audience mail response is literally "money in the 
bank." It indicates not only interest but also conviction 
and confidence. KAABC-TV, although still very much 
a child, is an extremely husky child and already has 
inspired that confidence among the more-than-300 
thousand television set owners living in the Kansas 
City market area. In a short term promotion with 
TV Preview Magazine, KAABC-TV received almost 
12,000 mail responses. And, at the time 
the offer was made, KAABC-TV had been on 
the air less than a month! 

Radio-wise, The KAABC-KFRAA Team has always enjoyed a 
tremendous mail return. "Rhymaline Time," popular daily 
early-morning program has had 12,397 pieces of mail, January 
through August of this year. Bea Johnson's "Happy Home" 
received 5,683 letters during the first six months of 1953, 
and Sam AAolen drew 413 requests from 4 announcements 
on his "AAorning Sports Page." The letters have 
come from 227 counties in 23 states. 

Yes, indeed, in the great Kansas City Primary Trade 
Area, mail bags are money bags— at least where 
KAABC-KFRAA and KAABC-TV advertisers are concerned, 
because where there is one individual in the Heart 
of America who will write a letter, there are hundreds 
who respond to the sales messages by simply 
opening their well-filled purses and buying the 
products they hear advertised or see demonstrated 
on the radio or television station that they tune to 
most frequently. KAABC-KFRAA and KAABC-TV, Kansas 
City, are represented nationally by Free & Peters. 



n ti 




BASIC AFFILIATE CBS TELEVISION NETWORK. SHARING TIME WITH WHB TV 



c ha n n e I 



KANSAS CITY, MO 



* KMBC-KFRM 

CBS RADIO FOR THE HEART OF AMERICA 



